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PrefacePreface

Whether small or large, with a single brand or many, businesses
should develop a strategic marketing plan to increase revenues, take
market share, and promote new business. Revenue growth is the prod-
uct of key marketing strategies that increase share, produce new cus-
tomers, and extract incremental revenue from existing customers. These
increased revenues allow for continued generation of growth through
investment in additional marketing programs.

This book will provide businesses, new or old, with methods to en-
hance revenue growth through a step-by-step process or guide to pre-
paring a strategic marketing plan. Guidelines for developing and se-
lecting objectives, key strategies, and tactics to produce revenue and
increase market share are included, as well as specific examples of
each step in the strategic marketing planning process.

In addition to the step-by-step exhibits, specific marketing tech-
niques and tools are delineated with actual examples. A sample pro-
motional “calendar of events” shows a “how-to” example to plan and
implement an ongoing series of promotions to fill every month of the
year. An actual marketing plan model budget is provided, showing
how to allocate expenditures to each of the marketing categories: ad-
vertising, promotions, public relations, etc., and tactical steps and
ideas are presented. Appendix 1 has been designed to provide the
reader with work forms that, when completed, result in a framework
for a strategic marketing plan.

Irrespective of the size of your business, the strategic marketing
planning process will provide a plan format that, if successfully com-
pleted, will help enhance revenue growth and generate increased de-
mand. It will further serve to prioritize ideas into objectives and strat-
egies that will produce measurable results—increased revenues.
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IntroductionIntroduction

A strategic marketing plan is the basis for a win-win scenario for
any size or type of business that desires to increase revenues. As
greater sales and an increased number of customers are generated,
higher revenues and profit are produced, which lead to more support
for marketing. A strategic marketing plan is the road map to generat-
ing revenue. Frequently, this revenue is generated from incremental
purchases by existing customers and creation of new demand. This is
yet another win-win reason to have a strategic marketing plan for
your business. Selecting the right objectives and key strategies can result
in increased business, stronger revenues, and greater profits. Like-
wise, the lack of such a plan or even selecting the wrong strategies
can result in displaced revenue, lost business, and may even increase
costs. In fact, the use of a strategic marketing plan enables a business
to make a better assessment of its future, thus making sound manage-
ment decisions and putting itself in a position to influence its destiny.

Where should a business begin with its strategic plan, and what struc-
ture should it have? Utilizing a strategic marketing planning process
will help to formulate objectives, select strategies, identify required
resources, target action steps, and, yes, produce measurable results.
This process also includes ways to improve the “packaging” of busi-
ness by enhancing its image and appeal to existing, as well as poten-
tial customers.

This book will analyze strategic plans, their contents, and concepts
that will help organize marketing ideas into productive action steps.
Although the suggestions contained herein may not be applicable to
every business or brand, the strategic marketing planning process has
universal application as a tool to assist most organizations in develop-
ing objectives, selecting strategies, and targeting revenue-producing
ideas.

The following describes a strategic marketing plan: a broad struc-
ture that guides the process of determining the target market for your
business, detailing the market’s needs and wants, and then fulfilling
these needs and wants better than competitive brands or businesses.
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To help simplify the planning process, the various steps that need to
be addressed when developing a strategic marketing plan are out-
lined.

Before making a strategic marketing plan for any business, an
overall strategy for the business and/or brands should be formulated.

xvi MARKETING YOUR BUSINESS



PART A:
THE STRATEGY SELECTION PROCESS

Prior to selecting marketing weapons or developing a strategic
marketing plan, it is advisable to define (or redefine) your overall
business strategy and positioning. In order to do this successfully, a
number of focal points need to be assessed. These include, but are not
limited to, your competition, industry and consumer trends, and ev-
erything else that can have an impact on your business. In Part A we
will outline the tools needed to define your business strategy, assess
both external and internal focal points, and help you select appropri-
ate strategies to attain your goals.
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Chapter 1

Defining Your Business StrategyDefining Your Business Strategy

Prior to developing a strategic marketing plan, it is essential to take
an objective view of your business. We are in a transitory and ever-
changing period for both business firms and marketing. This applies
to all businesses, be it a new e-commerce venture, a retail or service
industry enterprise, a small firm, or a megacorporation. What worked
in the past has no guarantee of working in the future as both external
and internal change is taking place at a faster pace. New technologies,
new products and services, new delivery systems, and new competi-
tion change the playing field on a regular and frequent basis. Any, or
a combination, of these external and internal forces may suggest that
it is time to redefine your business strategy, or, if you are managing a
new brand or enterprise, define it for the first time. This process is es-
sential prior to developing a strategic marketing plan.

If you were to analyze your market from a customer expectations
and competitive perspective, you would likely discover that a great
deal of change is taking place. You would likely see that internal changes
are occurring such as: utilization of multidisciplinary management
teams; managing up, down, and across; field-based management ver-
sus headquarters-based; etc., to name a few. You would see changes
in how business is being conducted, such as more outsourcing, more
collaborative efforts (alliances and networking), an accelerated de-
velopment process, use of fewer but more responsive suppliers, etc.
Businesses are seeking to develop new competitive advantages; be
more market and customer oriented; improve by benchmarking
(measuring themselves against others); and, where feasible, offer
customized products or personalized services. Focal points are also
changing such as looking globally versus locally, zeroing in on the
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value chain, and refining marketing targets. Customers are redefining
value to include not just the traditional “quality at a fair price” but
adding “speed and convenience” to the equation.1

All of these dynamics in the marketplace are not only changing
how business is conducted, but also how it is defined. Before you be-
gin the marketing planning process, take a while to reflect on your
company’s “core competencies” and “driving forces.” Ask yourself
these questions: (1) Where does our business make a significant con-
tribution to the perceived customer’s benefits with the end product(s)
or service(s) offered? (2) What do we or can we do that is difficult for
our competitors to imitate? and (3) Are we market or product/service
driven and should we change? Then, record your new core values and
driving forces.2

At this point, develop a new mission statement. To do so, you will
need to: reexamine and record the philosophies of the firm, develop
an overall positioning statement, and focus on your vision of the fu-
ture—where you want the firm/business to go and what you want to
achieve. The next sections will go into greater depth about how to
prepare a positioning statement. One note of caution: take your time
in drafting your mission statement and in defining your overall re-
lated business strategy. It may be very different than you originally
conceived (preconceived more likely) and may also change as you go
through the competitive and environmental assessment portion of the
strategic marketing planning process.

Here are some hints to help you look for a potential winning busi-
ness strategy. Ask yourself: can we supply something no one else
does or that is in a short supply; can we do a better job than everyone
else in our product or service category in supplying that product or
service; can we offer a new product or service which is truly differen-
tiated from existing products or services; and can we identify an en-
tirely new market for product(s) or service(s)?

Once you have defined or redefined your overall business strategy
and drafted your first cut at a mission statement, step back and assess
all of the potential internal and external focal points impacting your
business, assess your competitors, and examine external factors that
may have a significant impact on your business strategy and/or how
you go about marketing.
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CASE EXAMPLE 1: ANOTHER PERSPECTIVE

A large waste management company recently went through the
process of defining or redefining its business strategy and rethinking
its mission statement as part of an overall strategic marketing plan-
ning process. For most of the history of the company, its mission
statement and business strategy was focused on waste/garbage. The
“old” mission statement and business strategy stated: “Our business
is focused on waste removal and expansion of markets we serve, in-
creasing volume and maintaining good community relations.” Fur-
ther, we seek to become number one (largest) in the regional market
we serve.” This was a traditional way of looking at their business. It
was a product-focused and market-driven strategy.

After reexamining their business, focusing on how the business
was conducted, analyzing the “value chain,” thinking more broadly
versus locally, and conducting a thorough review of their driving
forces, the company discovered many things. First, its self-analysis
revealed that its largest asset was not its trash hauling contracts, but
rather its extensive land holdings—landfills throughout the region
and country. Second, through its ownership of a rail line and exten-
sive truck fleet, its second largest asset was its transportation system.
Third, as it viewed its future, the company quickly realized that its
potential was in real estate development and as a mover of solid mate-
rials. It also realized that it could capitalize on its extensive real estate
and transportation capabilities to acquire new business, develop ser-
vice agreements with smaller companies, and expand into other haul-
ing businesses. The end product of this strategic marketing planning
exercise to reexamine its business strategy/mission resulted in an en-
tirely different perspective. The new mission statement and business
strategy stated: “We seek to be the leader in land reclamation and re-
lated development, progressively grow our transportation business
(hauling), and enhance our real estate assets through high-quality
commercial and residential development.”

A brief postscript of this case example is that the company not only
redefined its overall business strategy, but went on to change its name
and reorganize its entire managerial structure. It changed its focus
and business strategy, name, and complete nature of the organization.

Defining Your Business Strategy 5



CASE EXAMPLE 2: PROVIDING VALUE
AND REDUCING COSTS

Airline companies have long recognized the costs associated with
obtaining and ticketing a customer. The old business strategy model
called for extensive support of an intermediary system (travel agents)
and a paper ticket that allowed for multiple copies for accounting and
control purposes. In the old business strategy model, commissions
were paid, incentives (including higher commissions) were offered,
and even computer hardware and software were provided to agencies.
Partly due to technology and partly due to the need to increase profit-
ability, airline companies began to reexamine this key area of their
business strategy. Driven by the financial side of the equation (lower-
ing costs), they embarked on a multifold change in business strategy.

First, the airlines sought to lower costs through the introduction of
electronic ticketing, in essence, replacing their labor with the cus-
tomer’s labor. The concept worked because it addressed the key words
in the new definition of “value”—“speed and convenience.” Incen-
tives such as bonus miles/points, lower fares, and discounts, etc.,
were offered to end user(s) customers who used “e-tickets.” More-
over, these customers were also bypassing the intermediary or travel
agent, thus reducing the airlines’ commissions costs.

Next, the airlines recognized that their flat percentage commission
structure was lucrative to agents who were paid (for example pur-
poses) 10 percent of all fares per ticket. Thus, for the same act of
booking a client, an agent could receive $9.90 in commission for a
$99.00 fare or $99.00 for a $990.00 fare. As airlines expanded their
route systems and became more global in nature it became evident
that commission payments overall were escalating. To address this
cost-related item, airlines entered into a multifold new business strat-
egy that involved reducing commissions, paying different commis-
sions at different price/fare levels, and supporting the growth of direct
customer bookings online or through their 800 numbers.

In summary, the new business strategy focused on value redefini-
tion in a broad perspective. It focused on reducing labor and costs,
while increasing customer convenience and speed of transactions. At
first, there was customer resistance from both the end user and the in-
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termediary travel agent. Today, we see the end user accepting and
preferring e-tickets and fewer travel agencies.

Key Terms

benchmarking
core competencies
driving forces
mission statement
positioning
value
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Chapter 2

Assessing Focal PointsAssessing Focal Points

At this juncture, a comprehensive assessment should be conducted
which focuses on: (1) self-analysis (the business itself); (2) competi-
tion; and (3) environmental factors which can impact your business/
strategy (see Exhibit 2.1).

Researching each of these areas is essential to developing the basis
for a strategic marketing plan. In fact, before you can select a strategy
or deploy marketing weaponry to execute those strategies you must
know your product or service, your target markets and their needs,
and your competition. You also need to know what the road ahead
looks like with respect to the business environment in which you will
be operating. In essence, your marketing strategies must be based on
sound research.

In this section, a synopsis of basic types of research, selected mar-
keting research techniques, and some analytical tools to help you cat-
egorize, prioritize, and present your research will be given.

9
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TYPES OF MARKETING RESEARCH

Broadly speaking, marketing research can be either quantitative or
qualitative. Quantitative marketing research seeks to quantify data
using numbers, projections, forecasts, etc. Qualitative marketing re-
search seeks to identify, analyze, or profile consumers, looking at
consumer attitudes, behaviors, etc. Both quantitative and qualitative
marketing research can be either primary or secondary. Primary re-
search is research you conduct yourself; secondary research is re-
search that someone else has conducted.

Marketing research can also be categorized with respect to the fol-
lowing:

• Markets
• Products or services
• Consumers
• The competition
• The environment

In the following sections, each of these marketing research catego-
ries will be briefly examined.

Market Research

Market research seeks to quantify and segment demand. Focal
points of market research include the following:

• Market share (demand)
• Sales trends
• Market segments/quantification/trends

—Primary target market
—Secondary target market
—Niche/special markets

• Distribution channels
—Outlets
—Penetration
—Coverage

• Geographic markets/trends
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• Media markets
—Broadcast (television/radio)
—Print (newspaper/magazine)
—Electronic (Internet)
—Direct mail
—Outdoor
—Other

Product or Service Research

Product or service research usually focuses on your product’s/
service’s strengths and weaknesses in relation to the products/ser-
vices of competitors. This research focuses on these areas:

• Products/services
—Strengths
—Weakness
—Development
—Life cycle

• Positioning
• Branding
• Packaging
• Pricing strategies

Consumer Research

Consumer research takes many different forms and covers a very
broad range of customer and potential customer-related issues. It
may be quantitative or qualitative in nature. Consumer research may
focus on these areas:

• Demographics
• Geographics
• Psychographics
• Behavioral patterns
• Social attitudes
• Habits
• Benefits and needs

Assessing Focal Points 11



Because marketing frequently relies on the media as one method to
reach prospective customers, present and future customers can be
categorized by DMAs (designated market areas—geographic areas
reached by clusters of television stations, as defined by the AC Niel-
sen Co.) or ADIs (areas of dominant influence—geographic areas de-
fined by the circulation zones of major newspapers, as categorized by
Arbitron, an audience research firm).

In summary, consumer research seeks to identify the usage pat-
terns of customers and their preferences. Consumer research also
seeks to classify consumers by age, income, education, etc. (demo-
graphics), as well as discover their habits (psychographics) with re-
spect to likes, dislikes, etc., always seeking to quantify wherever pos-
sible. Consumer research explores everything from the purchasing
habits to the attitudes and behaviors of consumers.1

Competitive Research

One of the keys to successful marketing strategy is understanding
how your product or service compares to your top competitors’ prod-
ucts or services. Competitive research compares your product or
service to the products or services of competitors and tries to discover
how consumers perceive and experience your product/service offer-
ing in relation to the competitors’ products/services. Focal points of
competitive research include the following:

• Pricing
• Value
• Quality
• Convenience to purchase
• Customer satisfaction
• Delivery

Environmental Research

Marketing must take into account not only what consumers and
competitors are doing, but also what is occurring within the total in-
dustry environment. Environmental research focuses on external
forces—major issues which will have an impact on your business,
such as these:
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• Overall economic scenario
• Social issues
• Political issues
• Technological developments
• Legal implications
• Legislative issues

One key focus of environmental research is to look ahead at what
form and shape opportunities and threats may take and how they will
affect your activities. Frequently, competitive research and environ-
mental research are linked. The output of these research assessments is
often referred to with the acronym SWOT, which stands for strengths,
weaknesses, opportunities, and threats. These strengths, weaknesses,
opportunities, and threats can then be analyzed to provide support ra-
tionale for developing marketing strategies. Examples of focal points
of a SWOT analysis include the following:

• Strengths
—Company/brand
—Value to the market
—Product/service leadership
—Brand awareness
—Image
—Technological
—Operational
—Marketing (distribution) share
—Pricing
—Financial
—Customer loyalty/satisfaction

• Weaknesses
—Consumption/sales trends
—Product/service delivery
—Technological
—Operational
—Marketing

• Pricing
• Distribution
• Promotion

Assessing Focal Points 13



—Image
—Awareness
—Reputation
—Financial
—Obsolescence

• Opportunities
—Brand extensions
—New products/services
—New markets
—Incremental purchase
—Exploiting competitive weakness
—Excess demand (pricing)
—New distribution channels
—Technology
—New trends

• Threats
—Capacity to deliver
—Labor availability
—Cost to produce
—Superior new competitor
—Product/service obsolescence
—Regulatory
—Competitive pricing
—Declining demand

In summary, research focuses on both quantitative and qualitative
trends. Quantitative trend research seeks to identify significant in-
creases or declines in customer preferences, methods of purchase, us-
age/frequency, and other factors impacting future demand. Qualita-
tive trend research seeks to identify changes in consumer attitudes,
interests, tastes, benefits sought, and so on. Trend research findings
help marketers make strategic marketing decisions.

MARKETING RESEARCH TECHNIQUES

Many types of marketing research techniques can be used to make
sound marketing decisions. Which technique works best for a com-
pany depends on many factors, such as the product/service offering,
nature of the problem or opportunity, amount of resources available,
time or urgency, budget, etc. Basic marketing research techniques
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widely used include surveys, questionnaires, and focus groups. Of
course, there are many other quantitative and qualitative research
techniques, but the purpose of this section is to familiarize you with
these basic techniques. Regardless of the research technique selected,
the goal remains the same—to gain information and apply the find-
ings to improve the marketing and/or marketability of a product or
service.

Surveys

A survey seeks to elicit consumer opinion, uncover facts, and gain
insights on potential trends. Surveys may be conducted in a variety of
ways, at various locations, among customers or potential customers,
or even among competitors’customers. Surveys may be conducted in
person, by phone, electronically, or by mail.

A survey is a structured document, usually seeking to quantify its
findings in terms of percentages of those who agree or disagree with
particular statements. It also seeks to measure the depth of agreement
or disagreement, often employing a point scale—for example, “Cir-
cle 1 if you strongly agree, 5 if you strongly disagree.” Five-, seven-,
and ten-point scales are commonly used. Surveys are also used to
seek qualitative information, especially when open-ended questions
are asked—i.e., “What else would you like to see or have,” etc. Sur-
veys may be conducted only once or may be periodically scheduled,
such as an annual frequent-flier program preference survey. Multiple-
period (semiannual, monthly, etc.) surveys often seek to spot im-
provements or declines in such areas as service levels or consumer
preferences, thus providing a rationale for a marketing, operational,
or development decision.

Questionnaires

Perhaps the most widely used research technique is questionnaires.
These come in all types of forms and are used for multiple purposes.
As data collection vehicles, questionnaires seek both factual informa-
tion and opinion. Data that questionnaires are designed to collect
include customer comments, customer profiles, product and service
information, demographic and psychographic data, attitudinal infor-
mation, consumer usage patterns and preferences, etc. The data col-
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lected may be used to measure performance, improve products or ser-
vices, qualify prospects, build leads, create mailing lists, determine
consumer price sensitivity, and analyze menus. For additional analy-
sis, focus groups may be recorded or observed via one-way mirrors.
Focus group members may volunteer their time or be compensated.

Focus groups can range from single-area focus groups to regional/
market-area focus groups to multiple focus groups. Single-area focus
groups are drawn from one market; regional/market-area focus groups
are single focus groups held in one or more regions of the country;
multiple focus groups are more than one focus group held in multiple
regions of the country. Also, there are product/service-user groups and
nonuser focus groups. Focus groups may be made up of your custom-
ers, your competitors’customers, prospective customers, or any com-
bination thereof.

Like surveys, questionnaires can be conducted in person, by phone,
by mail, or electronically. Questionnaires are often ongoing, such as
customer satisfaction comment questionnaires, new customer/pur-
chaser questionnaires, etc. Also, like surveys, questionnaires can use
scales or point systems to yield quantifiable data or rank items in or-
der of importance.

Frequently, the terms “survey” and “questionnaire” are used inter-
changeably. However, questionnaires tend to be briefer than surveys
and are usually less complex in content.

Focus Groups

A focus group is a marketing research technique that combines
personal opinion solicitation in the form of group discussion with a
structured set of questions. During a focus group session, a modera-
tor conducts or facilitates the discussion using a script designed to
elicit opinions from focus group members.

Focus groups, by nature, are more time-consuming for marketers
to conduct and follow through on than surveys or questionnaires. Fo-
cus groups involve script writing, hiring a professional group leader,
holding the focus group session itself, and then analyzing the focus
group and its responses. In general, focus groups provide more in-
depth qualitative findings related to attitudes and behavior than do
questionnaires or surveys. Sometimes focus groups come up with
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useful questions that can be placed on subsequent questionnaires or
surveys.

Five Essential Marketing Intelligence Tools

As indicated at the outset of this section, prior to developing your
strategic marketing plan you need to “look within,” “look around,”
and “look ahead.” The following suggested five marketing intelli-
gence tools provide key research findings or a “fail-safe” plan for any
business:

1. SWOT Analysis—Recording and analyzing your capabilities or
resources can improve your competitive position and perfor-
mance. You can develop this intelligence by looking within at
your internal company data. Looking within and analyzing any
capability or resource that may cause your organization to under-
perform or lose market share (weaknesses) may also be identi-
fied from this intelligence tool. Your external focus—looking
around at competition and looking ahead at environmental
trends—provides you with the marketing intelligence to spot
opportunities, justify new marketing strategy, and may help to
identify trends which require changes to marketing strategy.

2. CSI—Consistently measuring customer satisfaction is essen-
tial to marketing strategy. Developing a methodical marketing
intelligence tool such as a customer satisfaction index (CSI) can
provide you with an ongoing, periodic scorecard on how your
business is performing. Wherever possible, your CSI should be
closely linked to performance evaluation and reward systems
throughout every level of your organization.

3. CPA—Customer perceptions audits are marketing intelligence
tools which provide objective (external) evaluations of how
your business is performing and delivering throughout the en-
tire prepurchase to postpurchase experience. A CPA is a step-
by-step walk-through of all “point of encounters” with the cus-
tomer from the customer’s perspective—prepurchase through
postpurchase. Often, “mystery shoppers” or external firms are
used to perform the audit.

4. GAP Analysis—A “GAP” analysis as a marketing intelligence
tool seeks to identify the difference between management’s per-
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spective of how the business is performing with respect to cus-
tomer satisfaction and how the customer evaluates that perfor-
mance. The difference is referred to as the “GAP.” A good GAP
analysis can be quantified/measured using an index. For exam-
ple, on a 100-point index, management rates unit customer sat-
isfaction at 85 percent and the customer rates their experience at
65 percent—thus a 20 percent “GAP” between management’s
perspective and the customers.

5. OPD—Not every business can afford to conduct extensive mar-
keting research with their limited resources. One solution is to
employ the marketing intelligence tool called “OPD” or other
people’s data. OPD is secondary research that is conducted or
compiled by someone other than yourself, face-to-face with
customers or potential customers. It may be industry or product
category information. Many people (agencies, competitors, the
U.S. government, etc.) are constantly conducting research (pri-
mary research) and reporting or sharing the findings with the
public. Take advantage of this free or very inexpensive market-
ing intelligence tool.

MARKETING RESEARCH PRESENTATION TOOLS

Marketers can use many presentation tools to help individuals un-
derstand and analyze research findings. Some of these presentation
tools are simple graphics such as triangles or pyramids, circles or
maps, linear diagrams, boxes or rectangles, and grids or matrices.2
Granted, some may view this as an oversimplification of the presen-
tation process. However, the majority of research findings and mod-
els are visually presented using these simple forms. Following are a
few research presentation tools that you may find helpful in present-
ing data/findings.

Pyramids

Pyramids are often used to depict the size of markets, service lev-
els, rates/prices, and product/brand positioning. Exhibit 2.2 presents
a pyramid that profiles three brands by service levels and prices. This
same presentation tool can be used to structure a profile of market and
price strategies.
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Other uses of the pyramid include: segmentation, problem resolu-
tion, prioritizing, categorizing, targeting, and importance/weighting.
Also, subdividing the pyramid allows for benefits prioritization, strategy
selection, positioning, cost/quality equations, etc. In these instances, the
pyramid is referred to as a “product triad” (see Exhibit 2.3).

Circles

Circles are frequently used for mapping purposes, to compare
your product/service to the expressed needs and wants of consumers
and/or in relation to the products/services of competitors (see Ex-
hibit 2.4). A “perceptual map” will help you focus on how well your
product or service is doing in comparison to others in terms of quality
and value, as perceived by your customers. In Exhibit 2.4, “quality”
is plotted along the horizontal axis, “value” along the vertical axis.
How your product/service is perceived by consumers is what locates
you on the map. A perceptual map can help identify your problems
and opportunities in relation to the market and your competition. A
positioning map can also be of great value in creating advertising or
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pricing strategies, or determining the necessity for product or ser-
vice-level enhancements.

Other uses of the circle include mapping of product/brand attrib-
utes, competitive relationships, inclusion and exclusion of services/
benefits, needs assessment, and price/value relationships. In these in-
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stances, axis definitions and scales may be customized. In an inclu-
sion/exclusion application, the focus is on what is inside the circle,
i.e., within the scope of the business strategy, or what is outside the
circle or excluded from the current business strategy.

Linear Diagrams

Linear diagrams are frequently used to show pathways to targets,
to look at alternative strategies, develop networks and alliances, and
aid in the decision-making process. One of the most popular linear di-
agrams is the “decision tree” (see Exhibit 2.5). It is most often used to
view product/service extensions and expansions, market segment al-
ternatives, product/service hybrids, etc. Decision trees show vari-
ous possible “branches” that you might take to reach an objective or
outcome. Decision trees have applicability in the product or service
development process, operations, and marketing. Their benefit is to
clearly show alternative or multiple routes to achieve goals and ob-
jectives.
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Boxes/Rectangles

For many years, box and rectangle graphics have been useful pre-
sentation tools for marketers. One of the most well-known “box” cre-
ations is attributed to the Boston Consulting Group and is referred to
as the “portfolio approach to strategy formulation.” This leading man-
agement consulting firm recommended that organizations appraise
each of their products on the basis of market growth rate (annual
growth rate of the market in which the product is sold) and the organi-
zation’s share of the market relative to its largest competitor. Each
product is then placed in the corresponding quadrant of the Boston
Consulting Group Portfolio Box (see Exhibit 2.6). By dividing prod-
uct-market growth into high growth and low growth, and market
share into high share and low share, four categories of products can
be identified: stars, cash cows, question marks, and dogs. These cate-
gories can be summarized as follows:

• Stars. Stars are those products which have a high share of fast-
growing (new) markets. Star products grow rapidly and typi-
cally require heavy investment of resources. In such instances,
the organization should mobilize its resources to develop stars
in such a way that their market growth and market-share leader-
ship is maintained. If the necessary investment is made and the
growth proves enduring, a star product will turn into a cash cow
and generate income in excess of expenses in the future.

• Cash cows. Cash cows are those products that have a high share
of slow-growth (mature) markets. They produce revenues that
can be used to support high-growth products or underwrite
those with problems.

• Question marks. Question marks are those products that only
have a small share of a fast-growing market. Organizations face
the question of whether to increase investment in question mark
products, hoping to make them stars, or to reduce or terminate
investment, on the grounds that funds could be better spent else-
where.

• Dogs. Dogs are those products that have a small market share of
slow-growth or declining markets. Since dogs usually make little
money or even lose money, a decision may be made to drop them.
Sometimes a business, for a variety of reasons, continues to sell
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dogs even though they are unprofitable. However, managers
must remember that the resources that go into maintaining dogs
are resources that business can’t use for other opportunities.

The Boston Consulting Group Portfolio Box can also be used to
analyze companies, brands, or markets.

Grids

An extension of the box concept is the grid concept. Grids are ex-
cellent tools that help businesses formulate marketing strategies and
plans. The marketing strategy grid, for example, is a dynamic tool
that usually views both present and future market and competitive
conditions (see Exhibit 2.7).3 It allows you to gain perspective on
your own product or service through an honest and frank evaluation.
To objectively select the appropriate marketing strategies, you must
understand the conditions (present and future) of the market you are
in, where the market is going, and how your product relates to both
the current and future conditions as well as the competition’s prod-
ucts.
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The marketing strategy grid profiles the success of your product or
service. A product’s or service’s position on the grid is a function of
both the potential of the market and the competitive position within
the market of the product or service. The horizontal axis of the grid
denotes the potential of the market sector, while the vertical axis rep-
resents the competitive position of the product or service within the
market sector. The possible rankings on both axes range from strong
to weak. If you are ranking your business or products as a whole, your
competitive position is a function of both quantitative and qualitative
considerations. This includes the amount and quality of competition;
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your competitive advantages as to amount and quality of competi-
tion; your competitive advantages as to distribution, share, image,
pricing, and so on; and your ability to meet the needs of target market
segments. It is a good practice to develop two grids—one on your
present competitive position, the second on your projected competi-
tive position two to five years into the future. This will help you focus
on the dynamics of your marketplace and competition.

Obviously, there is a meaning to the position on the grid in which a
particular product or service is placed:

• Boxes 1, 2, and 4 denote a favorable, advantageous, or “go” situ-
ation. This situation occurs when both factors—market poten-
tial and competitive position—are either strong or moderate.

• Boxes 3, 5, and 7 denote a less favorable, less advantageous, or
“caution” situation. A “caution” situation occurs when one fac-
tor is weak and one is strong, or both factors are moderate.

• Boxes 6, 8, and 9 denote an unfavorable, disadvantageous, or
“no-go” situation. This situation occurs when one or both fac-
tors are weak and neither factor is above the moderate level.

Given these definitions, the optimum position on the grid is the upper-
left corner (the “1” box), where a strong market potential combines
with a strong competitive position within the market. The worst posi-
tion on the grid is the bottom-right corner (the “9” box), where a
weak market potential combines with a weak competitive position
within the market.

Because both factors being evaluated (market potential and com-
petitive position) are dynamic, movement can take place within the
grid framework—that is, the position of a particular product or ser-
vice can vary over time. Horizontal movement involves changes in
the potential of a market. Such changes are due to pressures in both
the overall and local external economic and social forces. Vertical
movement on the grid is possible from the lower six positions. These
positions can be considered “action squares,” because anyone with a
product or service in these squares would want to take action to move
up. Such vertical movement denotes changes in the product’s/ser-
vice’s competitive position within the market and can be accom-
plished through strategies, product development, technological im-
provements, etc.
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The use of the grid concept is based on two key assumptions:

1. To best meet the needs of each market segment as well as main-
tain a strong image and market share, we can assume that busi-
ness and products/services will always seek the 1, 2, and 4 posi-
tions (favorable positions) on the grid whenever possible.

2. The position on the grid in which you place yourself assumes
that no major improvement programs or other strategy changes
will be undertaken soon, and few, if any, major changes will be
made in marketing. As previously stated, you may wish to use
two grids—one for the present and one for the future (usually
within the next five years).

In the next section we will provide examples of potentially appro-
priate marketing strategies based on the nine different grid positions.

Hopefully, some of the assessment processes outlined in this sec-
tion will lead you to prepare a list of the key strategic issues that could
change your overall business strategy. At this juncture, it is usually a
good idea to take another look at your mission statement and prepare
another draft. Also, you should make a list of any major marketing is-
sues that emerged from the assessment. Issues such as: new competi-
tors; changes (declines) in customer loyalty (CSI scores); new de-
livery or channels of distribution (e.g., Internet); changes in buying
habits; technological breakthroughs; and increased niche attacks, to
name a few.

In the next section, we will look at “selecting strategies.”

CASE EXAMPLE 1: LOOKING WITHIN

At the North American headquarters of a major global food corpo-
ration, there was a formal process of ongoing research on everything
from new formulas to new packaging. The market research commit-
tee would meet at a different company facility across the country on a
regular basis to exchange ideas, findings, etc. There was an extensive,
formalized research budget. Competitive moves were monitored and
monthly competitive/environmental reports, along with periodic “flash”
reports were issued. A great deal of “looking around” and “looking
ahead” research was going on at all times. However, not many were
“looking within” to see if there were any key focal points of interest.
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One of the organization’s marketing managers (the one with the
smallest research budget) decided to look within utilizing an inexpen-
sive technique called observation. The marketer observed that the
employees were provided complimentary coffee, soft drinks, and
certain snack and candy products, which were made by the company.
Focusing on the employees’ habits, the marketer observed that most
employees would drink regular coffee with their first fill-up in the
morning. However, the second, third, and sometimes even the first
fill-up was different. Employees (eight out of ten) would pour one-
half cup of regular coffee and one-half cup of decaffeinated coffee
most of the time. This observation was followed up with a simple ques-
tionnaire seeking the reasons for this mixing. The results/answers
were twofold. One group stated that they wanted to cut down on caf-
feine. The other group stated that they just didn’t like the taste of the
decaffeinated coffee and rather than switch they would improve its
taste with a little regular coffee.

The marketer soon discovered that the mix/blend process was
pretty much a standard procedure at many coffee stations around the
company. This observational research led to a formal recommenda-
tion to the new products group to develop a reduced caffeine product
with the taste of regular coffee. It seemed that half regular and half
decaffeinated would do the job from observation. After formal lab
work and field testing, it turned out that the formula was pretty close
and the “market” would respond. The new 50 percent less caffeine
product with the taste of regular coffee was launched. First-year sales
surpassed $100 million dollars!

CASE EXAMPLE 2:
MAILING LESS AND MAKING MORE

A New England-based publishing company offered educational
products from preschool to college market level. Products were sold
primarily through direct mail. As postal rates began to escalate, the
company faced dramatically rising mailing costs. This was coupled
with two new competitors entering the market. A meeting was called
to ascertain what could be done to reduce costs yet retain volumes/
market share. Traditionally, the company analyzed its sales of certain
product lines by titles and by distribution warehouse volumes. The
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latter was tied to a state-by-state, city-by-city report. It seemed that
one of its most profitable product lines was its preschool through
grade six children’s book clubs. It was also the area the competitors
had zeroed in on for their business. Mailings to the customer lists
were escalated both in terms of number and intervals between mail-
ings (from four mailings to six and from four weeks apart down to
two-week intervals). The results were the same—same sales trends,
only an even higher cost.

Market research suggested that the answer might be found in a
more refined approach to customer analysis. Management listened
and decided to invest in new software and external research services.
The new software would analyze sales by zip code for each mailing
and the external research services would profile the demographics
and psychographics of the customer base. The results were eye open-
ing. Over 80 percent of the sales were coming from less than 30 per-
cent of the zip codes. Moreover, the demographic and psychographic
profiles suggested that 20 percent of the zip codes would buy incre-
mental products at even higher prices (quality-driven perceptions re-
lated to price and customers who wanted the “best” for their chil-
dren). Moreover, these 20 percent of the zip codes were responding to
the first three mailings. Needless to say, the company reduced its
mailing costs (number of mailings and zip codes mailed to) and intro-
duced a new line of books at a higher price point in selected markets.
The results were increased revenues and reduced costs.

Key Terms

ADIs (areas of dominant influence)
Boston Consulting Group Portfolio box
competitive and environmental research
consumer research
CPA (customer perceptions audit)
CSI (customer satisfaction index)
GAP Analysis
marketing research
marketing strategy grid
qualitative
quantitative
SWOT (strengths, weaknesses, opportunities, threats)
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Chapter 3

Selecting StrategiesSelecting Strategies

Whether you are in an existing business or a new start-up, it is now
time to reexamine or develop your major strategies. In this section,
we will examine overall business strategies and positioning options,
look at brand/product-related strategies, and then focus on marketing
strategies and tactics. Now that you have completed the comprehen-
sive assessment process outlined in the previous chapter, you are
ready to either reaffirm your existing positioning, clarify your posi-
tioning strategy, or select a new positioning strategy.

POSITIONING STRATEGIES

Your overall positioning strategy should take into account the con-
sumer’s perspective. This should include the data collected with re-
spect to your attributes, your relationship to competition with respect
to value, quality, price, and convenience to purchase (speed).1 This
information is derived from the maps your research produced with re-
spect to quality/price positioning and attributes. You may wish to
combine your findings by using an attributes and competitive ranking
scale (see Exhibit 3.1). Completing this exercise will provide a guide
and parameters for your positioning choices/options. From this graphic
tool you should draft your overall positioning strategy noting qualifi-
ers and rationale.

Given this data plus all other research findings, it is time to exam-
ine your positioning options. A good question to ask yourself at this
point is: What strategic descriptor will be best associated with or will
best describe the foundation upon which your business strategy will
stand?
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The following are some sample strategic descriptors or positioning
options.

Ten Positioning Options

1. Highest quality—your business/product(s)/brand(s) represent
the very best on the market with respect to quality.

2. Least expensive—your business/product(s)/brand(s) are the
most affordable on the market.

3. Best value—your product attributes, pricing, and convenience
of purchase add up to the best value for the money on the mar-
ket.

4. Design or style leadership—your product(s)/brand(s) repre-
sent the newest and most advanced in design and style on the
market—you are the leader in innovation.

5. Most prestigious—your product(s)/brand(s) are presented to
appeal to the ego, to the “only the best will do” consumer.
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6. Performance leader—there are a number of ways to position
your product(s)/brand(s) as the performance leader. These in-
clude:
• Best performance—usually based on independent (exter-

nal/objective survey or poll)
• Most durable—holds up the longest
• Most reliable—breaks down the least
• Easiest to work with—most flexible and consistent to whole-

salers, retailers, or public
7. Most convenient—we are everywhere/locations desirable.
8. Fastest/speed—we get it there first, we are there when you

need us.
9. Safest—our product(s), service(s), brand(s) are the safety

leader.
10. Simplicity—we or our product(s)/service(s) are the easiest to

use.

Other positioning tactics may work well for your business, prod-
uct(s), service(s), or brand(s). Perhaps you offer “more for less” and
are therefore the quantity/value leader. Or, perhaps you’re offering
“more for more” and are therefore providing a higher level of service
or greater amount of product than anyone else in your field.2 The key
to positioning strategy is to develop one that gives you the competi-
tive advantage and translates into powerful marketing strategies. Some
words of caution: don’t “overposition,” which is akin to overpromising.
Likewise, don’t underposition. Be careful not to complicate your po-
sitioning with the irrelevant (to the consumer), too descriptive, or
nonsupportable claims. Focus, clarity, simplicity, and truth make po-
sitioning statements powerful and easily understood.

Brand Strategies

Your product(s)/brand(s) positioning should reflect your overall
business positioning strategy. This can involve the actual naming of
the brand(s), associations used in conjunction with the brand mes-
sage, slogans, symbols, and logos, etc. In choosing a brand name,
seek a name/word(s) that suggests something about the product’s/
service’s positioning, benefits, qualities, or major attributes. Be dis-
tinctive, but keep the name easy to pronounce, recognize, and re-
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member. Also, consider the translation factor in a global market-
place. Be sure that the brand name selected does not convey a
distasteful or poor meaning in another language. Anything associated
with the brand should reflect the positioning of the brand. Seek to de-
velop rich associations related to specific attributes, benefits, values
(company), personality, users, etc. Look for outstanding word associ-
ations, a slogan, colors (look/logo/design). Should your brand be for-
tunate enough to lend itself to a legend or famous story, capitalize on
the association, as long as it is a positive one.3 Two final comments
on brand-related strategies. First, if you’re in a co-op, be sure your
product(s)/brand(s)/ partner(s) are of an equal or higher quality/repu-
tation than your brand. Second, manage all customers’ brand contacts
so that they meet or exceed customer expectations associated with
your brands’ “perceived” positioning.

Marketing Strategies

Once you formulate a well-defined overall business and brand po-
sitioning strategy, it is time to focus on marketing strategies. At the
outset, you should recognize that your marketing strategies are the
visible communications links to all constituencies (see Exhibit 3.2).

The perceptions your marketing strategies convey while directed
at one focal point can very well influence other constituencies. Like-
wise, if a consumer marketing strategy is found to be distasteful or
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controversial there could be major ramifications from shareholders,
franchisees, etc.

We will now examine the specific direct targets for marketing
strategies related to actual consumption of the product or service (see
Exhibit 3.3).

You will need to tailor your marketing strategies to each direct tar-
get you wish to influence. Always keep in mind your overall business
and brand positioning.4 There are many different perspectives on
marketing and marketing strategy, especially in our ever-changing
environment. For nearly thirty years, and still today, marketers have
focused on the Four Ps identified by McCarthy and Kotler.5

• Product
• Price
• Place
• Promotion

In the 1990s, as we transitioned to a predominantly service-oriented
economy and marketing environment, marketing strategies shifted to
focus on the Four Cs as delineated by Lauterborn.6

• Consumer wants and needs
• Cost to satisfy (wants and needs)
• Convenience to buy
• Communication (creating a dialogue)
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In the current decade, although marketing must still focus on the
four Ps and four Cs, marketing strategies appear to have shifted and
are now more and more based on the New Five Ps (see Exhibit 3.4).

The first New P, preparation, translates to assessing your focal
points or looking within, looking around, and looking ahead. It in-
volves all the research steps and analyses described in the previous
section including deployment of the five essential marketing intelli-
gence tools (see Exhibit 3.5).

The output of this assessment should provide a clear, concise, and
a most likely advantageous positioning strategy (the next New P) (see
Exhibit 3.6).

The next three Ps of the New Five Ps, perception, proclamation, and
power thrusts, are what marketing strategy is all about. Successful busi-
nesses and brands today are those who succeed in creating winning
perceptions for their products/services. We are living in a marketing
environment that is perception-driven. Consumers want to “ride the
wave,” “have the latest,” “go counter to the masses,” “want it all now,”
“seek the newest,” etc. These are all perceptions that your marketing
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strategy must convey from a message/creative perspective. Creating a
perception in tune with your target market is essential for successful
marketing strategy. Perception can be directly linked to positioning;
however, it must be perceived as a “driver” or creator of a compelling
call to purchase. In other words, the positioning strategy is the base and
the perception message is the call to action. Perception options are dy-
namic; they move with the pulse and mind-set of consumers. For
some, the message is “new,” and for others, it is “retro.” Exhibit 3.7
(Perceptions) outlines some perception strategies. However, these are
always changing with today’s consumers.

Linking your positioning and your perception message requires
reading the current and near-term future pulse of the market. As-
suming that your reading of the pulse of the market is correct and you
have formulated your perceptions strategy, you now need to deploy
the fourth P—“proclamation.” Proclamation is a declaration that
your product/service/brand is worth looking at, trying, buying, or re-
purchasing. Proclamation may take on a different meaning depending
upon where your product/service/brand is in its life cycle. For exam-
ple, if your brand is new or unique, you can immediately proclaim
“we are the newest” or “we have the only,” etc. This is a great position
to be in, but most products/brands are not so fortunate. In some in-
stances, you may only be able to declare: “Look—we are changing,
improving, etc.,” or perhaps you’re at the stage of telling the market:
“We have changed, we are like new” (improved). Hopefully, you will
be at the point where you’re ready to declare: “We are . . . new, the
leader, the best . . .” or whatever your positioning and brand strategy
support as a proclamation or declaration to the marketplace. Ex-
hibit 3.8 shows the phases and thrust (expenditure) levels usually as-
sociated with the fourth P—“proclamation.”
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Now your marketing strategy has moved to the active or launched
phase. This is the time to deploy the fifth P—“power thrusts.” Even
though you have proclaimed you’re on the move doesn’t mean that
the consumer world will listen automatically. You will need to focus
on a “breakthrough” or “unique” message and delivery to be success-
ful. Let’s assume you have a very creative, unique, and on-target
proclamation/message. This is still no guarantee that you will be suc-
cessful as the marketing channels are very crowded with many other
messages. To be heard or seen you will have to have a multiple-
pronged approach, which should involve as many marketing weap-
ons as possible, i.e., advertising, promotions, public relations, etc.
These weapons will require synchronization to work most efficiently
and effectively. Power thrusts are created from a variety of techniques
such as “heavy up-front” and/or “waves” of advertising; overlapping
direct mail and direct sales efforts, carrying your promotional offers
in your advertising, and hyping the offers with public relations, etc. In
essence, you are synergistically and methodically using your expen-
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ditures and marketing weaponry to create “waves” or “power thrusts”
for your product/service/brand offering (see Exhibit 3.9).

Not every situation calls for deployment of all of your weaponry in
concentrated periods of time or up-front advertising. If you have
strong brand awareness or are in a market leadership position (box 1
on the marketing strategy grid) you may be better off selecting “main-
tenance level” advertising or reminder messages and/or utilizing pub-
lic relations to consistently trumpet your position. Selecting strategies
often depends on your market’s relative strength (overall consumer
demand) and your competitive position. To illustrate examples of mar-
keting strategies, we return to the marketing strategy grids. In each
exhibit which follows, a product/brand is depicted in a different posi-
tion on the grid (1-9). Some potential accompanying marketing strat-
egies that could be appropriate are also provided (see Exhibits 3.10-
3.18).

The marketing strategies accompanying these nine sample grids are
only suggestions. There are many variables to consider and each prod-
uct or service may have a uniqueness that needs to be taken into con-
sideration prior to selecting a strategy. The marketing strategy grid is a
tool designed to help you think about how to maximize your marketing
strategies for the most productive results. In the final analysis, it is your
judgment that will dictate the strategy selected; the marketing strategy
grid only helps sharpen that judgment.

Following are some key points about selecting strategies. A mar-
keting strategy that sells products and services is created by under-
standing the consumer’s perspective. The marketing process must
be thorough in its research and analysis of the consumer. Product de-
velopment or changes to services offered should be in line with what
consumers express as their needs. Marketing cannot succeed if the
product or service is not in line with its consumers’ needs.
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The consumer’s perspective centers on the needs fulfilled by a
product or service. The marketing challenge is that not all consumers
have the same needs. In fact, the same consumer can have very differ-
ent needs. Much depends on the consumer’s purpose or the reason for
using the product or service.

One key point to remember is that a consumer’s perspective of
products and services may and does change based on the perception
created by marketing.
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The nurture, care, and conveying of what the brand stands for and
how it meets the needs of the consumer is what marketing strategy is
all about. The nurture and care of the brand creates a perception. This
perception translates into action and to purchases. The perception
created by packaging the brand helps to dictate the price consumers
are willing to pay for the brand. Conveying how the brand meets the
specific needs of buyers is one role of marketing strategies and pro-
motional techniques.
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Strategy selection is dependent upon the overall strength of your
market (demand) and your product’s/service’s competitive position.
Sound strategy is premised on responding appropriately based on
your positioning, anticipating the movement of the market (demand),
and shaping your message to capitalize on the needs of the market in
relationship to your attributes. Marketing strategies need to be con-
stantly revisited in response to a dynamic and ever-changing market.
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Your most valuable customers will quickly lose their loyalty to your
products/services if you do not keep up with their evolving needs.
Marketing strategies may also be different based upon the market tar-
get selected or stage of customer development.

In Exhibit 3.19, an outline of the marketing planning process is
shown. In the next section we will discuss the types of marketing
weapons and their applications.
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CASE EXAMPLE 1: POSITIONING TO PERFECTION

Launching a new brand to be in position at a price and quality level
substantially above a company’s other brands is difficult. It requires
in-depth thought and the ability to practice the Five Ps to perfection.
Following is an example of how one company did just that—posi-
tioning to perfection.

When the Toyota Motor Corporation introduced the Lexus, they
did so in an extraordinary manner. They knew that they had a prob-
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lem. They recognized that in the U.S. market, and others, Toyota did
not have a reputation for building larger cars, luxury cars, or cars in a
high price range. But they knew they had one thing going for them:
the Toyota car brand was widely associated with value and quality.
Clearly, they had to take that reputation and convince customers that
they could deliver on a whole new type of product.

To begin with, Toyota spent countless hours on consumer market
research. The results allowed them to conclude which specific steps
they would need to take to break into this new market of upscale auto-
mobile owners and leasees.

Research showed that what people disliked most was the auto ser-
vice establishment (the dealership) and related servicing. Research
also showed that people don’t strongly associate the name Lexus with
Toyota. So Toyota made the extraordinary investment of building all
new state-of-the-art dealerships and service shops just for the Lexus.
It built these facilities with the customers’desires in mind. But the fa-
cilities would only be perceived to be as good as the service personnel
and service experience itself. So Toyota provided training for all em-
ployees from receptionists to sales executives, from service managers
to mechanics. The common denominator in this extensive training
was the customer experience. The focus—make it pleasant and, if
possible, eliminate all frictional points of encounter.

Lexus keeps all of their showrooms and repair facilities clean
enough to eat off the floor. They offer pick up and delivery for even
routine maintenance. There are new (or like new) loaner cars for
those who desire a car while theirs is in for repair. Lexus goes one
step further with follow-up phone calls, sporadic calls to see “how
you like the car,” and an 800 number for twenty-four-hour road ser-
vice just in case it is ever needed.

For years, customers had learned to accept less from car dealers.
Research showed that Lexus could not only achieve a 100 percent sat-
isfaction level, they could exceed it without going overboard. Their
definition of a perfect car experience was actually higher than the
consumers’. As a result, Lexus aimed to deliver 110 percent while the
consumer expected 85 percent. The result—extraordinary customer
satisfaction. Of course, it helps when your product is a state-of-the-
art, very low maintenance, extraordinarily high quality automobile. It
was this high quality that allowed extraordinary promises to be made
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through advertising, promotion, and publicity when the car was first
introduced.

Here is another example of Lexus’ 110 percent effort. A dealer
phoned a customer shortly after the purchase to ask if anything was
wrong. The customer was greatly pleased and reported that the only
thing wrong was “the wind noise from the phone antenna.” When the
customer went to get his car after the next maintenance visit (the car
was brought to the curb next to the door), he said, “That’s not my
car!” The service manager looked puzzled. The customer said, “It’s
the same color and model, but the phone antenna is different and my
car was coated with mud.” The service manager smiled and said, “We
contacted our technicians about that wind noise you referred to and
they designed a new windless antenna. It’s on us and we really appre-
ciate your calling it to our attention. Also, it is our standard procedure
to clean and vacuum your car before returning it to you.” There are
many more such stories from many other very satisfied customers.

Did this passion for customer service excellence pay off? You bet.
Lexus was rated number one for customer satisfaction the very first
year it was measured, scoring the highest in the index of any car in
history. Lexus sales soared in a down market. The luxury car category
was experiencing a severe downtrend. Lexus sales increased nearly
30 percent in its second year while its two primary established com-
petitors experienced declines of as much as 34 and 27 percent. That’s
taking market share. Granted, some of the gain was due to value
(quality at a fair, and in this instance, lesser price), but a lot of it was
due to customer satisfaction.

Lexus understands the keys to winning new customers and is
building a loyal base for repeat business with a highly fickle con-
sumer group, and in a highly competitive industry. Lexus is succeed-
ing with sales and marketing savvy closely integrated with a never-
before-offered level of customer service. Expect Lexus to remain
rated the very best for a long time.

CASE EXAMPLE 2: SPEED, RELIABILITY,
AND CONVENIENCE

Speed, reliability, and convenience are the successful ingredients
for a winning business strategy in the new millennium. These three
positioning attributes were also the winning combination for Federal

44 MARKETING YOUR BUSINESS



Express over twenty-five years ago when it launched a remarkable
business strategy—overnight guaranteed delivery nationwide. They
“absolutely, positively do get it there overnight” (original advertising
campaign). This proposition of guaranteed overnight delivery was
coupled with a unique “hub” concept and state-of-the-art design for a
customer-friendly tracking system.

Moreover, Federal Express developed a ready-to-use and easy-to-
use system from the customer’s perspective. From the distinctive en-
velopes and boxes to the pick up, delivery, or drop off systems, the
customer has always been foremost on FedEx’s mind. This ideal-for-
the-procrastinator service is also blessed with thoroughly trained per-
sonnel who are supported with state-of-the-art technology.

Virtually no stone was left unturned when it came to positioning
the FedEx company/brand. Its “branding,” including the paint and
colors on the airplanes and packages, is distinct and memorable. Its
name selection conveyed a national and reliable message coupled
with a synonym for speed. Think about all the positioning strengths
associated with FedEx—quality service, performance leader, most
reliable, easy to work with, fast, safe, and simple. No wonder Federal
Express exemplified a winning business strategy in most everyone’s
opinion.

Key Terms

brand strategies
consumer’s perspective
five Ps
four Cs
four Ps
perception
positioning strategies
power thrusts
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PART B:
SELECTING WEAPONRY

As discussed in the previous section, one of the five new Ps,
“power thrusts,” is the deployment of multiple marketing weapons in
overlapping “waves.” For any business, product/service, or brand,
understanding what each weapon in your marketing arsenal is capa-
ble of doing and how and when to use it is yet another key component
for marketing strategy. This section focuses on your weapons and
your choices/options for development.
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• Advertising

• Public Relations

• Promotions

• Merchandising

• Database Marketing

• Electronic Monitoring

• Packaging

• Pricing

• Sales

• Customer Service

• Crisis Management
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Chapter 4

AdvertisingAdvertising

The strength of advertising is its usefulness in creating and/or main-
taining brand awareness. It helps position a brand, demonstrates prod-
uct attributes, and is cost efficient for mass-marketed products.1 In
general, advertising is very useful in controlling message content and
timing. Its weaknesses include low credibility, the potential for a high
percentage of reach to be wasted, message clutter, and its perception as
being intrusive. Advertising is ideally used to: (1) establish awareness,
(2) create image(s), and (3) create lifestyle associations. Advertising
builds awareness and can positively affect attitudes and initiate behav-
ior. Selection of the appropriate media and knowing where and when to
place your ad are essential to effective advertising.2

Advertising includes both the “creative” strategy and the “media
strategy.” Creative strategy focuses on the key target market, the
promise (why, what, etc.), the proposition (support for the promise)
and tone (feeling/personality). Media strategy focuses on the delivery
vehicles and the planning and execution. Media’s goal is to deliver
the target audience at the lowest cost within the most appropriate en-
vironment for the message.

There are many lists of do’s and don’ts for advertising, yet few of
them acknowledge the product or service itself and the role that ad-
vertising plays in the overall marketing of that product or service.
However, there are some advertising guidelines that can help you ac-
knowledge both your product or service and your total marketing
plan.

ADVERTISING GUIDELINES

The following list of advertising guidelines can help you put to-
gether successful advertising campaigns.
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1. Know your product or service
2. Advertise as part of the total marketing strategy
3. Develop a proposition
4. Create a platform
5. Be realistic about the level of expectation
6. Review for customer needs

Know Your Product or Service

What do you know about the product or service you want to adver-
tise? What consumer needs does it fulfill? Do you understand how
consumers currently perceive your product or service in terms of
price, quality, relationship to competition, consistency, and inconsis-
tency? Knowing the role your product plays in the market and how
the product is perceived by consumers is essential to creating effec-
tive advertising. Without these basic facts, you cannot get a clear, re-
alistic picture of where your product stands in the market and where
you want it to be.

Advertise As Part of the Total Marketing Strategy

What role do you anticipate advertising will play in your total mar-
keting strategy? Do you even need to use advertising as a marketing
tool? If so, should you use advertising with a narrow range but direct
aim, or do you want to target a large region with more general adver-
tising tools?

Develop a Proposition

Have you developed a general proposition to be conveyed in your
advertising message? A proposition is the strongest truthful state-
ment you can make to the consumer on behalf of your product or ser-
vice. Your proposition should agree with and support your overall
marketing strategy, and meet the purpose of your advertising. For ex-
ample, if you are trying to persuade people to use your product or ser-
vice, does your advertising include a toll-free telephone number that
consumers can call to order your product or service or get further in-
formation?
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Create a Platform

Once you understand your product or service, the consumer’s per-
spective of it, the role your advertising will play as part of your total
marketing strategy, and you have developed your proposition, you
can then focus on the advertising platform. The platform is an item-
by-item list of facts that support your proposition. Platform state-
ments illustrate the strength of your proposition.

Be Realistic About the Level of Expectation

Regardless of your advertising purpose and its strategic role in
your overall marketing plan, there is one key principle that you
should remember when advertising products and services. Never
promise more than your product or service can deliver.3 The “level of
expectation” principle is graphically presented in Exhibit 4.1.

Keep this idea in mind whenever you plan advertising. Many com-
panies/brands have made the mistake of promising more than they
could deliver. The result was customer dissatisfaction.

Review for Customer Needs

Does your advertising strategy relate to your customers’ needs?
Your customers’ needs should be the focal points of your advertising
strategy. Are you reinforcing your product/service/brand attributes?

Once you understand the six guidelines just described, you can be-
gin developing an actual advertising campaign.
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THE SIX-STEP ADVERTISING PROCESS

The following is a six-step advertising process that can help you
develop a successful advertising campaign.

Step 1: Identify Your Purpose

Clearly identify one purpose that you expect your advertising to
serve. What do you want your advertising to do for you? Advertising
is usually used to:

• Inform customers that your product or service is available and
tells them how to get it

• Persuade consumers that your product or service is better than
your competitors’

• Remind consumers to use your product or service

Identify the purpose for advertising your product or service and
then make sure that the ads you create fulfill that purpose. For exam-
ple, if you want to inform consumers that you are offering a new ser-
vice, your ads should not focus on reminding consumers that you’re
still in business.

Step 2: Target Your Audience

Assuming that you know what you want to say and why you want
to say it (your purpose), the next step is to precisely identify to whom
you want to say it. You want to advertise to people who will buy your
product or use your service. “Who are these people?” and “How do I
reach them?” become the next critical questions to answer. Market
research can tell you who and where your target consumers are, and
proper selection of advertising media can help you reach them.

Step 3: Select a Medium

You want to reach as many potential customers as possible with the
most effective, efficient, and affordable medium you can select for
advertising. Depending on your product or service, and your target
consumers, it may be television, radio, or magazine advertising; in
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other situations, it may be direct mail, directories, outdoor advertis-
ing, or the yellow pages. Your choice of media also depends on how
much money you have to spend and the role advertising is to play in
your total marketing plan.

Step 4: Create the Ad

The advertising you develop largely depends on all of the other
steps and guidelines previously cited. Despite wide interest in great
creative advertising, your product or service, purpose, and budget are
the practical parameters of what you can and cannot do with your cre-
ative strategy. Make sure your ad is appropriate for your audience,
product, service, and budget.

Step 5: Place and Time the Ad

Thanks to your (or your ad agency’s) creativity, you have a great ad
ready for the market. Don’t blow it now! The proper selection of
where your advertising goes and when it is aired is critical to the suc-
cess of your advertising campaign. When you select where to place
your ad, consider:

• Markets
• Media selection
• Placement (where and when your ad runs)

To determine when to run the ad, think about:

• Time of year
• Month
• Week
• Day of the week
• Hour of the day

Step 6: Fulfill Expectations

You ran a great ad at the right time and place, and now the phone is
ringing off the hook. Is there anyone there to answer it? Make sure
you can fulfill your ad promises after you have motivated the con-
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sumer to purchase. Meeting the expectations generated by your ad-
vertising should always be considered within the total context of your
advertising strategy.

DO IT YOURSELF OR SELECT AN AGENCY?

Depending on your skills and the size of your budget, you may
want to do an advertising campaign yourself or contract with an ad-
vertising agency to handle the campaign for you. For example, the
scope and breadth of hospitality industry advertising is immense, rang-
ing from local newspaper ads to national television campaigns. If you
cannot afford the luxury of hiring an agency, here are a few sugges-
tions to help you handle your own campaign.

First, start your own master notebook. This notebook should con-
tain examples of clean ads that you have developed and used. The
notebook will help you review the effectiveness of your ads and
should include such information as how and where your ad came to-
gether. Include a section in the notebook labeled “Monitor” to record
the history of your advertising and a statement of results. For exam-
ple, it could read as follows:

Tues., February 20. Print Ad “A-1”—Telegraph, Entertainment
Page

Wed., February 21. Print Ad “A-1”—News, Sports Page
Thurs., February 22. Print Ad “A-1”—Telegraph, Lifestyle Page

Results: Business up by 25% over same period last year and/or
week.

or
Revenue up 16% February 22 and 28% February 23 compared

with same period last year and/or last week.

This simple procedure will give you a history of which ads were
run, where they were run, and the results.

Also, consider including in your master notebook examples of
your competition’s best advertising. Analyze the file to determine
what advertising strategies your chief competitors are using, trends
they’re following, and what you can do to combat your competitors’
moves. For example, let’s say your competitor has advertised “two-for-
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one” sales. Analyze their ads to determine if you can offer a similar or
better sale. Look for patterns as to when these sales are run. For ex-
ample, you might discover that your competitor runs a two-for-one
ad the fourth week of every month. You might counteract this strat-
egy by advertising your two-for-one sale during the third week of the
month.

Selecting an Agency

If you can afford to hire an ad agency, you should probably do so,
even if you believe you have the capability of running your own ad-
vertising campaigns. Why? Because advertising professionals are
best equipped to navigate through today’s complex and sophisticated
marketing arena.

Selecting an agency is more like selecting a business partner than
selecting just another supplier of services, so ask a lot of questions
before forming this vital partnership. Agencies will provide you with
their credentials in terms of work they have performed, awards they
have won, current and past clients, and so on. Look closely at these
credentials and talk to the agency’s former and current clients to get a
balanced perspective of the agency’s strengths and weaknesses. Eval-
uate an agency’s strengths and weaknesses in relation to your own.
Where do you or your company need more help—for example, in
creativity? in media planning? etc. The following is a list of the major
functional areas within ad agencies; keep in mind that not every
agency can be outstanding in every area:

• Account management/account executive area—the staff mem-
bers in this area have the overall management responsibility for
a brand, product, or client company; they are the primary con-
tact persons with clients (“accounts”) and manage the “account
teams” (the persons who do the work for the clients)

• Research—provides quantitative and qualitative data on the
market, needs, benefits, competition, customers, etc., using an
array of services and techniques

• Creative (the imagination function)—generates ideas to link the
brand or product to consumers’ needs

• Casting—identifies people, voices, actors: the ingredients that
make an ad or commercial work
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• Media—looks for the best reach and frequency to reach your
target audience, given your budget

• Production—pulls together creative, media, and other agency
areas and delivers the final product

Perhaps the most important question to ask is: Who will actually
work on your account—an experienced creative team or new hires?

Make sure that the agency you select knows something about your
market and your customers. Good research, either conducted within
the agency itself or contracted out to another research supplier, can
increase your knowledge of target markets. If an agency immediately
wants to discuss creative strategy, media, or contract, take another
look. A good agency will listen and learn as much as possible about
your product or service, markets or consumers, and about you and
your overall marketing philosophies before moving on to actual strat-
egies.

One way to choose an agency is to place your business out to bid or
out for proposal. An amazing amount of good work done absolutely
free of charge can come from bid presentations. Consider more than
one agency in the proposal stage so that you will have a basis for com-
parison.

Only you can judge how long to stay with an agency or how often
to switch. Make changes only when your objective measurements in-
dicate that it is time for a change. Objective measurements include
declining sales, lower levels of brand awareness among customers
and potential customers, negative customer feedback about your ad-
vertising, excessive errors in the advertising copy, missed deadlines,
and so on.

Trade-Outs, Barter, and Co-Oping

One way to reduce your advertising costs is to exchange your prod-
uct or service for advertising space or broadcast exposure. An infinite
variety of trade-outs or barter agreements exist which you can nego-
tiate with advertising suppliers, ranging from a “one-for-one” trade to a
“five-for-one” or even greater trade. A one-for-one trade means that
you will provide a set dollar amount of products or services for an
equal dollar value of space or air time, for example, $1,000 worth of
your product or service for $2,000 worth of air time or space, and so
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on. If negotiated properly, trade-outs can be an effective way to stretch
your advertising dollars and increase your business.

Another way to stretch advertising dollars is to co-op, or join with
other companies to advertise, thereby sharing the costs. Resort areas
frequently run cooperative advertising campaigns that promote the
region or area and also list or mention specific products or services. A
more popular use of co-oping is when two or more firms advertise
each other’s services or products, either individually or collectively,
in the same advertising campaign.

ADVERTISING TYPES AND THEMES

An ad is not just the product of an idea. Effective advertising be-
gins long before the “great idea” stage. As previously discussed, you
need to answer some key questions regarding the purpose of the ad-
vertising, the platform, and the proposition. Even a great idea must
have a purpose, or the ad campaign will be ineffective. Later in the
chapter we will look at some examples of great advertising ideas. As
you will see, great ideas can backfire if the consumer’s reaction to an
ad differs from the reaction the advertisers were trying to evoke. Dif-
ferent types of ads are described as follows.

Reputation Builders

These ads feature testimonials, self-claims, or other-party claims,
or cite leadership or professionalism as a way to enhance the reputa-
tion of the product or service advertised. One common reputation-
building technique is to have a recognized celebrity speak on behalf
of the product or service, or lend his or her photo or signature as an
implied endorsement of the product or service. A slightly different
version of the celebrity testimonial is the self-testimonial ad, in
which the CEO, president, or chairperson of the company speaks on
behalf of the company’s product or service. (This is also sometimes
referred to as the “ego trip.”)

Another form of the reputation builder is the professional trust ad
in which the platform itself is self-implied professionalism. The ad
features the entire property of company staff in uniform standing at
attention, just waiting to professionally serve guests.
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Finally, we have the “image” form of a reputation builder, in which
one or more images are used to represent your product or service.

Product/Service Touters

A product or service touter ad can have a number of looks. The di-
rect look features the product or service and boldly states the reasons
for its greatness. Touting the actual elements of the platform pro-
duces results similar to those of the reputation-builder ads—they
both enhance the product or service. Another form of touter ad is the
comparative research. Here, the ad compares your product or service
with a competitor’s product or service to demonstrate that your prod-
uct or service has more to offer than the competitor’s.

A touter ad may feature an unusual product element or characteris-
tic. For example, an amenity of unusually high quality may be the ad’s
focal point. Sometimes a touter ad will feature a scene such as an ele-
gant-looking couple or a luxury setting as the positioning statement for
the product or service. Product/service touter ads can have multiple el-
ements, such as “we were rated highest by an independent survey, our
service is extraordinary, and our facilities are world class.”

Brand Identifiers

In today’s crowded marketplace, getting your brand known—also
known as achieving brand awareness—is not an easy job. What may
be even more difficult is to effectively convey what your brand stands
for, or your brand identity. To achieve brand awareness and brand iden-
tity:

• Include statements that boldly feature the brand.
• Develop a brand identifier—a character, voice, image, phrase,

etc., that becomes synonymous with the brand.
• Make an introduction or announcement about the brand.
• Develop a niche by providing a unique service.

Offers

In an offer ad, the platform becomes part of the proposition. One
common type of offer is the straight price offer: “Newark $99 Round
Trip.” In a price offer, the actual price, not necessarily the product or
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service itself, is featured and highlighted as the key motivation for
consumers to buy. Another variation of the straight price offer is the
price offer plus—something additional is included with the product
at no additional cost.

Today, one of the strongest-hitting offer ads focuses on repeat or
build promotions such as frequent traveler or frequent guest promo-
tions. These ads feature offers or benefits for customers who repeat-
edly use one product or service.

Human Scenarios

A long-standing type of advertising is the human scenario. A person
or group is the focal point of the ad, either directly or by an identifiable
event or circumstance. For example, an employee or group of employ-
ees is featured, accompanied by a gratuitous statement or slogan, or an
exceptional employee is portrayed as representing the norm.

On a more sophisticated level (and more risky if it doesn’t work
well) is a “situation identification.” Here, a “wrong-way” scene is
shown and a statement is made that this situation won’t occur with
your product or service. These often humorous ads should be care-
fully considered, because they can backfire.

Last, but certainly not least, is the age-old “suggestive” approach
featuring or implying the promise of romance or sex to the consumer.
This type of ad features an attractive person or implies how people
who use the product or service become more attractive, successful,
etc. The “hook” is a consumer’s imagination.

Benefit

The benefit ad reflects the advertising platform in that it states,
item-for-item, why consumers should purchase your product or ser-
vice. Sometimes the ad will focus only on a primary benefit and at
other times the benefit becomes engulfed in an overall umbrella of a
more complex benefit and/or multiple benefits.

Series

Perhaps one of the most famous series ads to run in print was for
Porsche. Actually numbered 1, 2, and so on, these bold ads stated the
“numerous” reasons that Porsche was a superior automobile.
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Line Art and Silhouettes

More of a technique or production treatment than ad type or theme,
line art and silhouettes have become more and more popular in adver-
tising. Their popularity stems largely from their effectiveness in a
newspaper or other black-and-white setting.

Trade

A trade ad is aimed at intermediaries who are between your prod-
ucts/services and the consumer. These may be agents, distributors,
wholesalers, retailers, etc. Trade ads should focus on the needs of the
intermediary, i.e., new product information, commissions, etc.

Remember when selecting a type of advertisement to keep in mind
your target market, their needs, the benefits they seek in your prod-
uct/service and your own product/service attributes. Select an ad type
that is compatible with the psychographics of your market and place
it in an appropriate media vehicle.

MARKET COVERAGE

The next step is to think about where to expose your product or ser-
vice to the consumer. Look at each case individually. There are no
real golden rules for determining how and where to cover your mar-
ket. You don’t always have to stick to the same media or technique. In
the following sections, we will discuss some definitions to help you
understand different techniques for reaching your markets through
advertising.

Nationwide Campaigns

Simply stated, nationwide campaigns give you coast-to-coast cov-
erage or exposure of your product or service. If your market is na-
tionwide or if you are trying to develop a national market presence, it
might make sense to look at this type of total market exposure. Na-
tionwide campaigns are particularly useful for large chains seeking to
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increase their brand awareness levels or provide an “image” for their
brand. Also, nationwide campaigns can be used to introduce a na-
tional product simultaneously in all markets.

Major Markets

Based on research or because of budget constraints, you might
want to advertise only in those major markets you want to penetrate
with your campaign.

Regional Markets

Advertising can be purchased or selected on a regional basis also.
There are many ways to identify marketing regions for your product
or service. For example, one large chain of cafeterias selects only the
southwestern United States for advertising exposure, since this is the
primary market for its locations and customers.

Population Markets

Population markets are major concentrations of population that
can be categorized according to size, such as standard metropolitan
areas with populations of over 1,000,000, over 750,000, over 500,000,
and so on. Populations may be measured in terms of viewers, readers,
listeners, exposures, etc., depending on the type of media you are
considering.

Viewer/Reader/Listener/Subscriber Market Areas

Television stations, radio stations, magazines, and newspapers can
provide detailed descriptions of the number of people within their
range or on their circulation lists. In addition, they can provide you
with various buyer characteristics that will help you choose the best
match of media to your product or service consumer. Using this ad-
vertising method allows you to better define a market area for your
advertising message.
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Feeder Markets

Feeder markets are geographical areas (markets) from which your
customers originate and are usually likely targets for your advertis-
ing.

Cities

Advertising can be placed in individual cities or even in areas
within an individual city. Local market research can be a valuable aid
to selecting the proper media for each city.

MEDIA SELECTION

Carefully evaluate media selection before creating your advertis-
ing. Broadcast media, which include television and radio, provide
one type of exposure for your product or service. Print media, which
include magazines, newspapers, supplements, catalogs, directories,
yellow pages, brochures, flyers, and so on, provide other types of ex-
posure for your product or service.

Before you select media for delivering your advertising message,
carefully analyze the various media to determine the number of po-
tential customers they can reach, your expected return on investment,
and the best, most cost-effective method to convey your advertising
strategy. Again, consider your needs, purpose, and budget as part of
your media analysis.

Media Strategies

Media strategies can be viewed or subdivided into planning, exe-
cuting/buying, and measuring delivery. The overall goal is to deliver
the target audience at the lowest cost in the most suitable environment
for the message. Media “planning” simply involves selecting and
sorting the various media in combinations and support levels that pro-
duce the most efficient and effective plan to achieve the marketing
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objectives. Media “execution” is the actual process of negotiating/
buying and placing the media after the plan and budget have been de-
termined. “Measuring delivery” is the process that determines if
types and weights of media have performed to deliver the target audi-
ences initially calculated. The “target audience” is the target market
simplified by listing key strategic and demographic descriptors.

An advertising media plan, like any plan, should contain a media
objective, media strategies, a media plan calendar, and budget. Your
plan should address: (1) to whom the advertising is aimed (target au-
dience description); (2) where the advertising will go (market cover-
age desired expressed geographically); (3) when the advertising is to
appear; and (4) how much advertising is needed for optimum com-
munication (weight/impact).

Selecting media involves both qualitative and quantitative deci-
sions. Key questions to consider include: (1) what are your target
market’s media behaviors and patterns (what do they watch, read, lis-
ten to, etc., and where); (2) what are their buying behaviors and pat-
terns (when do they purchase your product/service); (3) when and
where are the best times and places to reach your target market (i.e.,
direct mail to the home, drive-time radio, late news on television,
etc.); and (4) what alternative media do they use (i.e., special interest
cable channels, trade magazines, etc.).

Strategic decisions will have to be made with respect to media
mix—the different types of media to be used (i.e., television, maga-
zines, radio, etc.) that produce the most efficient and effective plan/
results. Furthermore, medium use must be addressed, which includes
the ad sizes, part of the day (day part), length of the commercial, type
of faces, etc. Also, calculations will need to be made to determine the
cost per thousand (CPM or cost per mil) to reach your audience.
Finally, determinations will have to be made with respect to: geo-
graphic weighing (distribution of your advertising geographically);
seasonality (purchasing patterns); relationship of media selected to
product/market distribution; and the overall right time and right place
to run/place your advertising.

To facilitate decision making, advertising agencies subscribe to
services/organizations, which provide data on audiences, readership,
etc., and on costs. Some agencies develop models based on the data
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of your product/service market characteristics. These models then
provide various choice options. Table 4.1 provides a listing of some
of the major data sources.
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Medium Audience Data Cost Data

Direct Mail Direct Mail SRDS
Dun’s Marketing Services

Direct Mail SRDS
Dun’s Marketing Services

Magazines Audit Bureau of Circulation (ABC)
Simmons Market Research Bureau
(SMRB)
Mediamark Research Inc. (MRI)
Individual Magazine Representative

Magazines SRDS
Magazine representatives
(Ad position is usually negotiable, but
cost usually is not)

Newspapers Simmons/Scarborough Report
Newspaper Association of America
Local newspaper representative

Newspaper SRDS (space costs national
products)
Local rate cards via newspaper repre-
sentatives
(lower cost for local business advertising
than national products)

Outdoor Traffic Audit Bureau (TAB)
Local representative

Outdoor SRDS
Outdoor representatives (costs are
sometimes negotiable and board posi-
tion is usually negotiable depending on
availability)

Radio RADAR—Network
Arbitron Research—Spot

Network/station representatives
Media Market Guide
Radio SRDS (costs are negotiable)

Television Nielsen Research Services
(NTI, NSI)

Network/station representatives
Media Market Guide
Spot Quotations and Data, Inc. (costs
are negotiable)

TABLE 4.1. Major Data Sources

Source: Adapted from Hiebing, Roman G., and Cooper, Scott W. (1996). The Successful
Marketing Plan, Second Edition (p. 313). Lincolnwood, IL: NTC Business Books.



Media Scheduling

When reviewing media scheduling it is a good idea to first deter-
mine how much “frequency” you need for your specific product/
service/brand. The following lists provide an overview for frequency
determination.

More Frequency Less Frequency
New campaign Established leader/brand/
New product service product service
New brand introduction Strong market/strong
Trial offer competitive position
Promotion or sales event Simple message
Complex message Established campaign
Short product purchase cycles Reminder messages
Crowded/highly competitive Low or less crowded

advertising market Competitive advertising levels
Longer purchase cycles

Once your overall frequency is identified, a number of options for
advertising media scheduling are available:

• Continuity Schedules—continuous run at a relatively fixed
level—nonseasonal—nonpromotional levels

• Flighting in Scheduling—generally three to six weeks of con-
tinuous advertising followed by hiatus periods or periods of no
advertising

• Front Loading—running heavier weight levels with the com-
mencement of a media schedule—kickoff

• Heavy-Up Schedules—incorporate incremental media weight
to support periods of higher market activity

• Pulsing Schedules—run in continuous on/off patterns

Media Measurement and Terminology

Not every media selection is evaluated or measured in the same
way. “Rating points” for broadcast media are usually determined by a
formula involving percent of “reach” and of frequency. Rating points
may be expressed as GRPs (gross rating points), or TRPs (target rat-
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ing points). A rating point is defined as 1 percent of the universe be-
ing measured. GRPs provide a common term of measurement to help
assess how much weight is going into a specific marketplace and al-
lows for comparisons between media selections. To determine total
GRPs, reach (which is defined as how many homes/persons your
message has reached, expressed in an absolute percentage) is multi-
plied by frequency (which is defined as how often the homes/per-
sons have been reached on an average basis). The total GRP formula
follows:

Percent Reach × Frequency = Total GRPs
(i.e., Reach 75 × Frequency 10 = 750 GRPs)

As previously discussed, there are different methods to measure
specific types of advertising media. These are summarized as follows:

• Broadcast (TV, radio, etc.)—uses gross rating points to assess
viewership/listeners in a defined marketplace. Percentage of
reach multiplied by frequency equates to GRPs.

• Direct Mail—uses percent coverage for reach (number mailed/
total market, target households, or target persons); number of
mailings for frequency.

• Magazine—uses percent coverage for reach (circulation/total
market households or total readers/target persons); number of
insertions for frequency.

• Newspaper—uses percent coverage for reach (circulation/total
market households or total readers/target persons); number of
insertions for frequency.

• Outdoor—uses a standard four-week showing time frame, reach
and “showing” (i.e., 50 showing = 85 reach and 15 frequency).
Many view “traffic counts” as another key indicator of outdoor
value.

Other evaluation and measurement techniques exist to help quan-
tify overall media goals. These include what is referred to as the
macro method wherein advertising is used as a percentage of sales
based on an industry (specific to your product/service category) aver-
age. Here share of media voice (SOV) is compared to share of market
(SOM). In the micro target method, the amount of GRP media weight
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that is necessary to effectively reach or communicate with large por-
tions of your target market to assure that they understand your mes-
sage to a degree to support a sale of the product or service offering is
determined. Two other overall indicators frequently referred to are
the BDI (brand development index) and CDI (category develop-
ment index). BDI is determined by the relationship between the per-
cent of product sales divided by the percent of households in a given
market. CDI is the percent of category (product category) sales di-
vided by the percent of households in a given market.4

Summary

Developing your advertising message requires detailed planning,
establishing objectives, strategy, and execution. Objectives should be
established for increasing awareness levels and changing attitudes/
behaviors. Advertising strategy must address the overall “promise,”
“proposition” (support for the promise), and “tone” of the message.
Advertising execution is based on key research information (data) and
takes into consideration specific creative requirements, legal consider-
ations (claims/disclaimers), etc.

An advertising checklist can help you determine if your advertis-
ing is organized and effective. The following checklist can be adapted
to your own advertising efforts, and may prove to be a useful tool for
your organization. A checklist can do more than save you money; it
can provide a cross-check to ensure that advertising, sales, and public
relations personnel are all working together to execute your market-
ing plan.

Advertising Audit/Checklist

___ Do your advertising plans support the objectives and strat-
egies of the current marketing plan?

___ Does your chief marketing officer understand the responsi-
bilities of everyone involved in executing the advertising
strategy for your product or service?

___ Is the sales manager or director involved in the planning
and execution of the advertising strategy and program? To
what extent?
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___ Do your key marketing and advertising people have good
rapport with the media? Are they capable of executing
trade-outs or barter agreements?

___ Do you have a master notebook containing up-to-date ex-
amples of your advertising?

___ Do you have a monitoring and results-measurement sys-
tem in place to determine the outcome or effectiveness of
your advertising expenditures?

___ Do you have a clippings file? Is someone specifically as-
signed to analyze what the competition is doing?

___ Are request forms, exceptions reports, insertion orders,
sample copy, and sample ads readily accessible?

___ Is there a master file for all media and trade-out contracts?
___ Have you prepared advance advertising schedules?
___ Are advertising work request forms used? Are they sent in

with sufficient lead time? Are copies on file?
___ How is the advertising production budget managed? Have

all ads and expenditures received proper approvals?
___ Are insertion orders submitted to the media on time? Are

copies of completed orders properly distributed?
___ Do all key marketing personnel understand the conditions

of all media contracts—print, broadcast, outdoor, airport
display, and trade-outs?

___ What is the condition of outdoor signs? When were they
last checked? When are they scheduled for reprint?

___ Is an advertising verification process in place? Are all ad
invoices from the media supported by tear sheets or affida-
vits? Are copies of invoices and tear sheets on file? Are
they checked for accuracy against insertion orders?

___ Are rates and discounts verified? By whom? Are rate changes
supported by new rate cards?

___ Have there been any major changes in the approved adver-
tising schedules? Is everyone aware of these changes?

___ Have all deficiencies from the previous audit been cor-
rected?

Developing your media plan requires establishing media objec-
tives related to your target audience, geography, seasonality, advertis-
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ing levels and placement, and overall qualitative judgment. Media
strategies must address media mix, specific medium usage, and sched-
uling. A media plan checklist will assure that you are addressing key
concerns and questions with respect to your media plan.

Media Plan Checklist

___ Will your plan provide a competitive advantage?
___ Is the media plan based on a factual assessment of your

market and competition?
___ Is the media plan in sync with the overall marketing strat-

egy?
___ Is the advertising media plan interlinked with all other

marketing weaponry plans and strategies?
___ Is the media plan appropriate for the creative message that

was developed?
___ Will the media plan support the promotional objectives and

is it interlinked with the promotions calendar?
___ Is the media plan in sync with the geographic and seasonal-

ity patterns?
___ Is the type of scheduling appropriate to the objectives and

overall expenditure levels?
___ Is the media plan delivering more (i.e., GRPs) than in pre-

vious years based on the level of expenditures?
___ Are evaluation and measurement processes in place to as-

sess performance?
___ Are alternatives developed and ready for implementation?
___ Have all of the organizational functions been completely

informed about the media plan?

Before we transition to the next major marketing weapon, public re-
lations, two case examples of advertising strategies will be discussed.

CASE EXAMPLE 1: EXTREME TARGET
MARKET EXECUTION

A small, upscale hotel and resort company trying to compete with
much larger chains such as Hyatt, Hilton, and Westin needed to em-
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ploy an advertising media/strategy we will call extreme target market
execution.5 The small chain’s marketing budget was one-fifth to one-
tenth of competitors’ budgets. Its brand awareness on an unaided ba-
sis was less than 1 percent compared to its competitors’ whose un-
aided awareness levels were in the 70, 80, and 90 percent levels.

With a very limited research budget, the small chain discovered, by
“looking within” at its core customer base, that over 85 percent of all
customers arrived by air. Furthermore, through some cooperative re-
search with American Express, it discovered that over 75 percent of
these core customers used the American Express credit card. These
cardholders were then profiled and the results indicated demographic,
psychographic, and benefits/needs findings. In essence, these core
customers displayed a consistent habit of reading and viewing very
specific media. Most of their reading was done while traveling, either
on a plane or in their hotel room at night. Most of their television
viewing during the week was limited to CNN Headline News or The
Weather Channel. In fact, they were very consistent about the weather.
They indicated that they checked the weather for their home location
and the cities they were traveling to on a daily basis and sometimes up
to three times a day. They also indicated that they carried a pocket
edition of the airline timetables (pocket-sized official airline guide, or
the American Express Skyguide). They almost all belonged to the
airline VIP clubs. When questioned about their specific reading hab-
its, nearly all indicated that they read USA TODAY and The Wall
Street Journal daily, and when on planes would read or scan the ma-
jor business publications such as Forbes, Business Week, etc.

Given this base of information, the hotel chain decided to drasti-
cally modify its media plan. It reduced and eventually eliminated all
television advertising, except for a heavy schedule on CNN Headline
News (time slots at the weather forecast) and an even heavier sched-
ule on The Weather Channel. It also dramatically changed its print
media plan by eliminating almost all sports/golf/tennis publications,
almost all ads in travel magazines, and all ads in consumer magazines
except for Forbes and Fortune. With these now available dollars, the
hotel chain made the decision to seek to dominate media related to air
travelers and weather watchers.

In the course of the next twelve months, the hotel had signed
agreements providing it exclusive advertising rights with the follow-
ing print media:
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1. USA TODAY, where it created a new advertising space called the
“weather band” (a 4 ½ inch horizontal bar at the bottom of the
weather page).

2. The Wall Street Journal, where it provided a special weather
forecast (through an agreement with The Weather Channel) on a
daily basis in the upper right hand corner of page three of the pa-
per.

3. It signed contracts for the back cover ad space of the pocket edi-
tion of the Official Airline Guide and the American Express
Skyguide.

4. It purchased the inside front cover ad space and additional space
in Frequent Flyer magazine providing monthly weather data.

5. It contracted with the company that supplied all of the consumer
magazines (forty-five titles in all, including the business maga-
zines) to all of the airlines with rights to the back cover and inside
back cover advertising spaces, as well as the cardboard “wraps”
or binders placed on the magazines.

6. It supplied these same magazines to all of the VIP clubs.
7. It secured the on-board video advertising rights in the hotel cat-

egory with ABC Video, who supplied video programming to most
of the major airlines at the time.

8. It also purchased ad space including inside front, back covers,
and center spreads in the East-West network and other major
airlines’ on-board airline magazines.

9. On occasion, it purchased the rights to insert a miniversion of its
directory in the plastic bags holding the personal headphones on
the major airlines.

This concentrated target market media plan cost the same as the
hotel’s previous plan and was still one-fifth to one-tenth of what its
major competitors were spending. With this advertising spending
plan, the hotel was able to reach its target market customers and po-
tential customers. In fact, their advertising was on all the televisions
and in the newspapers at their competition’s hotels. This resulted in:
(1) a dramatic increase in brand awareness on par with competition
on an aided awareness basis and to within 10 to 20 percent points on
an unaided basis; (2) strong gains in market share, average rate, and
occupancy increases; and (3) a perception that this hotel chain was
five times its actual size (as perceived by the target market).
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CASE EXAMPLE 2: ICON POWER

Icons can take many different shapes, forms, and personalities. Think
of Mr. Clean, Colonel Sanders, the Energizer Bunny, and Ronald Mc-
Donald to name a few. One of the most successful advertising icons is
“Jack” of the Jack in the Box fast-food chain. This icon changed not
only its personality/character, but also rescued a fatally wounded
fast-food chain. The original Jack was a wise guy radical character
who had his swan song in a television spot where he attempted to
blow up the boardroom. Shortly thereafter, disaster struck in the form
of e. coli bacteria infections (which was linked to hamburger meat
eaten at a Jack in the Box), that resulted in four deaths. Sales plum-
meted and the first Jack was shelved.

Resurrecting the brand was going to be a very difficult task. After
all, they didn’t want to talk about their hamburgers and remind every-
one of the previous problem. It was inappropriate to bring back the
old Jack, as his character related to a younger, youth-orientated mar-
ket. Research indicated that the hamburger business had changed and
so too would the character or the new Jack, if he were to come back
and be on target/successful. According to the research, the market
was now more complex and older. Distinct categories of burger eaters
had evolved. These included what were referred to as the “cravers” or
individuals that had to have their burger every day. There were the
“dealers,” those who wanted the most food for the dollar, and there
were the “quality seekers.”6 How would the “new” Jack come back
and how would he relate to these distinct types or segments?

The world-renowned Chiat/Day ad agency recreated Jack (the new
Jack) as a new breed of executive clearly in charge and with a won-
derful new personality as a smart-talking, no-nonsense executive/
CEO. The new character, with its Ping-Pong ball head and yellow hat
is recognized and easily distributed as a give-away and as a fixture for
auto aerials across America. The new Jack has become an icon with
the personality power to bring back the brand. His character allowed
for over 100 different advertising spots each aimed at the three mar-
ket segments and/or newly emerging segments. The results have been
a remarkable turnaround for a brand many wrote off as deceased. The
power of (Jack) the icon is a very tough ad concept to beat.
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advertising
awareness
barter
BDI (brand development index)
CDI (category development index)
co-op
creative strategy
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level of expectation
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SOM (share of market)
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Chapter 5

Public RelationsPublic Relations

The purpose of this chapter is to help you to understand how public
relations can help improve sales and boost employee morale. Inter-
nal, or “within-the-house” public relations applications will be re-
viewed as well as the full range of external public relations tech-
niques and methods. In addition, different types of public relations
opportunities that have proven their worth will be examined. Finally,
we will discuss how to tie your public relations effort to your market-
ing strategy and how to measure the results.

Public relations is a marketing weapon. It is a communications
vehicle that connects your marketing message to a variety of audi-
ences. Public relations must include the total audience, which in-
cludes the investment community, shareholders, and franchisees,
among others, as well as intermediaries and individual consumers of
your products and services. Public relations can effectively reach and
affect everyone in this broad external audience. Furthermore, public
relations can prove to be a very effective internal marketing device to
communicate and motivate employees.

Publicity is only one facet of public relations. Publicity can be
free, but it can also be negative as well as positive.1 We will discuss
publicity in more detail later in the chapter.

Many fallacies about public relations abound: “PR is BS”; “Public
relations is undefinable—it doesn’t do anything and can’t be mea-
sured”; “It’s a waste of time and money”; “Anyone can do PR work.”
People who make these comments either do not understand public re-
lations or have only been exposed to disorganized public relations ef-
forts. It’s true, public relations does not directly make sales; however,
it can be very influential in seeing that sales are made. In this chapter
we’ll look at some ground rules for various aspects of public rela-
tions, and explore what public relations is, how it can be applied, and
how it can be measured.
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WHAT PUBLIC RELATIONS IS

Public relations is a powerful marketing tool that is capable of
reaching all marketing audiences. In positive applications, public re-
lations is on the offensive; in negative situations, public relations can
provide a strong defensive strategy.

Public relations involves dealing with all of the public, including
individual consumers and potential consumers, the financial commu-
nity, the local community, the media, and even your own employees.
Effective public relations can provide a competitive advantage within
your own business area—be it manufacturing, services, retail, or dis-
tribution. This competitive advantage is frequently overlooked, even
by public relations personnel. In essence, a well-executed public rela-
tions program can provide a good image within your industry seg-
ment. That image pays dividends in consumer preference for your
product or service, and it may also result in attracting and retaining
good employees.

Public relations can create a favorable environment for your com-
pany, product, or service. It creates this favorable environment most ef-
fectively if it is part of the firm’s overall marketing plan. Objectives,
strategies, target markets, expected results, timetables, and measure-
ment can and should be established for all public relations programs.
Of equal importance in a formal plan for public relations is the selec-
tion of the trained professionals to create and execute the plan. It is an
absolute fallacy to believe “anyone can do public relations.”

The resources that can be used in public relations are unlimited.
Following is a brief list of some of the vehicles public relations per-
sonnel use to reach various audiences:

• Announcements
• Broadcast media (TV and radio)
• Print media (newspapers, magazines, etc.)
• News conferences
• News releases
• Civic, social, and community involvement
• Employee relations
• Speeches
• Interviews
• Photographs
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In addition, there are many different public relations techniques
that can be employed to obtain media exposures. Numerous articles
and books provide list after list of ideas and suggestions for generat-
ing positive publicity, but many authors forget one basic thing—the
planned purpose or strategy for achieving such exposure. Even if
your relationship with the media is superb, the use and placement of
publicity must support your overall marketing strategies. The caution
is simply stated: “Make your PR count.” Some ideas for making your
PR count are included in the following list. Each of the ideas listed
should be placed within the context of an overall marketing strategy.

Public Relations Opportunities

• Accomplishments of employees or firm
• Activities involving your company employees
• Anniversary dates
• Appointments of key people
• Awards received by firm or employees
• Celebrities who use your products/services
• Community awards
• Contributions to charities and the local community by the firm

or employees
• Displays of all types
• Events
• Events of special interest—humorous or creative
• Grand openings of all types
• Industry-related events
• Interviews
• New management, ownership, employees, etc.
• Openings of all kinds
• Organizational and/or operating changes of major significance

to the public
• Public service events/activities
• Receipt of certificates, awards, etc.
• Recognition of people, places, things, etc.
• Special displays, features introduced, etc.
• Special events of all types
• Speeches of employees
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How Public Relations Can Be Applied

Once the ideas and objectives for your public relations plan have
been established and tied into the overall marketing plan, it is time to
consider how to apply or execute those ideas. You must first answer
some questions: (1) What medium can best execute this strategy?
(2) Who are the key contacts for this task? (3) Is it necessary to estab-
lish or resolidify any personal relationships with the media before ex-
ecuting the strategy? (4) Do we have a delivery package ready for the
media?

The delivery package—a package for the press containing news
items, names of contact persons and their phone numbers, property
information, photographs, brochures, and so on—is essential. Al-
though there is no guarantee that your copy or materials will be used,
it is much more likely that your public relations message will corre-
spond to your intentions if you make a delivery package available.
The list of delivery package requirements will aid you in compiling a
package that will be useful to the media.

Delivery Package Requirements

• Addresses and phone numbers of key media contacts
• Addresses and phone numbers of key corporation personnel
• Approval procedures and required forms
• Biographies of key personnel
• Briefing sheets on individuals, company, product, etc.
• Brochures, if applicable
• Product/service procedures and policy
• “Canned” formats, releases, letterheads, logos, symbols, etc.
• Confidentiality statements/procedures
• Contacts list and phone numbers/procedures
• Ad copy samples and actual copy
• Displays, podiums with logos, etc.
• News conference procedures list
• Photo inventory of product, people, etc.
• Photo library and selection ready for press
• Previous problems files and checklist
• Previous questions files and checklist
• Price/information
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• Procedures for distribution
• Promotional package on firm or product
• Request forms—data, photo, product information, etc.
• Scrapbook or clippings files
• Speech copies for distribution

Some public relations opportunities—speeches, press conferences,
meetings, interviews, and so on—involve personal contact with me-
dia personnel and others. If you are going to employ one of these di-
rect-contact PR methods, you need to prepare the individual(s) who
will be making the direct contact with the media. Thorough prepara-
tion is essential for successful direct-contact public relations. Ground
rules and suggestions abound as to how to prepare a speech or other
public presentation. Assuming your spokesperson follows the rules
and makes a good presentation, there is still one critical mistake that
can be made—using the wrong person. Simply stated, be sure you put
the right speaker in front of the media. If the talk is on technical mat-
ters, be certain that the speaker has total command of the technical
terms. If the talk is on corporate strategy, be sure the individual has
enough authority within the corporation to be credible. If the talk is
on your own product or service, make sure the speaker can relate it to
the audience’s perspective. The following is a brief list of public
speaking do’s and don’ts:

Do’s

• Carefully organize and allow yourself enough time to prepare.
• Be prepared—write out the talk, memorize it, and keep notes.
• Rewrite, review, and rewrite again.
• Create an outline or plan for your speech and follow it.
• Use pauses for emphasis.
• Check and double-check the visuals, equipment, room, visibil-

ity, etc.
• Speak out clearly and deliver smoothly.

Don’ts

• Don’t speak on subjects about which you are not qualified.
• Don’t ad lib.
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• Don’t guess or estimate numbers.
• Don’t read in a monotone.
• Don’t use excessive pauses, either in number or length of time.
• Don’t prepare unreadable visuals.
• Don’t mumble, slur, laugh to yourself, etc.
• Don’t wait to read what you are going to say until the plane ride

or cab ride to the location for your speech.

Dealing with the Press

Dealing with the press is one of the most difficult tasks marketing
and public relations personnel undertake. It is difficult for many rea-
sons, but most of all because the press is powerful. It reaches many
consumers with a message in writing, so you must be absolutely cer-
tain that the press has your facts correct.

Again, many good articles have been written on public relations
and the press, many golden rules have been laid down, and many do’s
and don’ts have been listed. The recognition factors that follow repre-
sent a composite of a number of such lists. These are not all-inclusive,
nor are they intended to be golden rules. They are factors that may
keep your public relations efforts on a positive note—on the offensive
rather than in a defensive position.

Recognition Factors

1. Identify your purpose. What is your purpose or reason for seek-
ing the public relations exposure? If your purpose is to make
others aware of your new product/service, be sure that is exactly
what you convey—don’t let it be lost in a story about your pro-
duction process. Be precise and be sure your intent is communi-
cated.

2. Identify your target and objectives. Who is your target? Is it pro-
spective consumers of your product? Is it the local financial
community? Is it your employees? What are your objectives?
Do you want to boost employee morale? Do you want to in-
crease sales or brand awareness, support a new promotion, etc.?
Think it out and identify how and where in the media you will
best achieve your objectives.

80 MARKETING YOUR BUSINESS



3. Understand the press’s perspective. You know your purpose
and your target; that is your perspective. What is the press’s per-
spective? Identify and understand the press’s interests. Deter-
mine how you can place your purpose and target within a pack-
age that directly meets the interest of the press or other media.
Think about what will help increase their circulation.

4. Tailor your preparation. Having identified your purpose, your
target, and the media’s perspective, tailor your preparation to in-
clude all three. Be sure to include everything that the press will
need to convey the story—photos, names, and releases. Be sure
your story is typed, double-spaced, and in the style the medium
is currently using. Follow the editorial style of your selected me-
dium at all times.

5. Know the transmission channels. Knowing where to send your
material means knowing the difference between a news and a
feature story. News should be directed to the city desk and fea-
ture stories should go to the appropriate editor. Better yet, get to
know the editors who can be of most help to you and cultivate
those relationships (but don’t wear them out).

6. Deal with the human element. People do not like extra work or
being pressured, and most cannot afford the time to tell you the
ground rules. People basically want the easy way out. This sounds
cruel, but it should help you understand how to deal with the hu-
man element. Find out the media’s deadlines in advance. Do not
waste your time or the valuable time of media contacts. Do as
much of their work as you can. Remember, if your material is
well prepared and you do most of the work for them, your mate-
rial may be used. If you do not do the work, you can expect noth-
ing to appear. Also, remember to be available to respond to any
media questions or requests for clarification. If you are unavail-
able, your material may be scrapped or come out wrong.

You will also need some guidelines for answering questions from
media representatives. The keys that follow are not all-inclusive, nor
are they original, but they are very practical:

1. Tell the truth. The message you want to convey should be pure
fact. The media want credible, straightforward, and truthful ma-
terial and relationships. This simply means that your materials
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should be thorough and honest. It does not mean that you need
to reveal confidential data or private sources, nor does it mean
you should violate confidentiality.

2. Be responsive. You may not have all the answers at your finger-
tips for every question or inquiry. Do not lie or guess; say, “I do
not have that information with me; however, I will call you and
provide it today.” Then get the information fast and provide it
accurately.

3. Provide the facts and follow up. Supply the key facts in print to
lessen the chance of being misquoted on key data. If at all possi-
ble, follow up with media personnel by going over the facts or
key numbers with them to ensure accuracy. If you do not have a
requested statistic, get it and call or send a note to the person
who requested it. Be sure accurate numbers reach the media.

4. Be concise. People usually get into trouble with the media for
what they say, not for what they do not say. Provide the facts in a
concise, uneditorialized, and unexaggerated manner. Be precise
and accurate. Ranges may be okay, but pulling numbers out of
the sky is a disaster.

5. Build the relationship. If you follow steps 1 through 4 by being
truthful, responsive, factual, and concise, you are on your way
to achieving the fifth practical key—building good relationships
with media personnel. Hostile attitudes, reactionary statements
to sensitive questions, aloofness, or a combative position dam-
age relationships with the press. Work hard at being in control of
yourself and your responses, no matter what you think of the
media or a particular media representative. After all, someone
who dislikes you is not going to be eager to give you space or air
time.

TOOLS OF PUBLIC RELATIONS

A press kit is usually a two-sided folder of high quality, often cus-
tomized with the firm’s logo or other identification markings. Back-
ground materials are normally placed in the left side pocket, timely
news items in the right. Examples of background information might
include biographies of key property personnel, property fact sheets,
and photographs. Timely news items include the actual press release(s).
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The cover of the kit should not only convey your firm’s image, but
also be of a practical weight, size, and nature to protect photos. Photos
should be clearly labeled on the reverse side. Few things are more
embarrassing to marketers than to have the wrong photo get picked
up with a press release.

Press releases may sometimes be picked up verbatim. Therefore,
all releases should be “in form” and grammatically flawless. In form
means that the release should be exactly in the form you would want a
publication to present your story. More often, the press release will be
used as background or a resource from which the magazine or news-
paper editor or reporter will work to mold an actual story. Seven keys
to creating a press release with the proper form follow:

Key 1: The top right or left corner of the press release is almost
always used for the name of the “contact” person(s);
sometimes the contact person(s) appear at the end of the
release. These contacts are the people who are readily
available to provide more information. This means that
they should be knowledgeable enough to speak to the
press. Under the names should appear their phone num-
bers, fax numbers, and addresses.

Key 2: A specific release date should be noted at the top of the
page, slightly below the contact information. If the in-
formation is for a feature story that can appear at any
time or is otherwise not date sensitive, the words “FOR
IMMEDIATE RELEASE” should appear there, usually
in capital letters and sometimes underlined.

Key 3: The headline should be presented in capital letters and
underlined (if desired) about one-quarter to one-third of
the way down the first page. Considerable effort should
go into developing the headline, because it is the “hook”
that might catch the editor’s eye or make your release
stand out from others seeking the same precious space.

Key 4: The “dateline”—city and state in capital letters followed
by the month and day—should be the lead into the ac-
tual text of the release. Datelines are important because
they tell the reader where and when an event is occur-
ring.

Key 5: The “body” or main part of the release should always be
double-spaced. Paragraphs should be short, journalistic,
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and to the point. Like the headline, the first few sen-
tences or lead is a hook that must grab the attention of
the reader and address the key questions (who, what,
where, when, and why—the five Ws).

Key 6: Including a few quotes is almost standard procedure
with a press release. Whether the quote is from an inter-
nal source (someone employed by the organization is-
suing the release) or an external source, it is imperative
that the individual quoted is aware of and approves of
the quote. It is best to also let the individuals being quoted
know of the date and time of the release so that there are
no surprises. When multiple quotes are used, it is usu-
ally best to alternate direct quotes (those in quotation
marks) and factual nonquoted information.

Key 7: Photographs almost always enhance a story. You cannot
always read the minds of those picking up your re-
leases/stories; therefore, if you do not know the specifi-
cations, it is usually better to provide black and white
photos as well as color photos. Color slides or negatives
(assuming the publication uses color) are generally better,
but send the actual photo to help the editor see what is
on the slide or negative.

Internal Public Relations

The jobs of many people are challenging and require long hours.
Keeping employees motivated and proud of their jobs is a difficult
task. One of the most effective devices for combating these problems
is a well-organized internal public relations effort. It can take many
shapes and forms. An especially effective technique is to promote or
provide special recognition of employees, their efforts, or even their
interests. “Employee of the Month” awards, posters, photos, and so
forth, all work well. Special incentive awards, and related public rela-
tions also are a valuable motivational tool. Giving cash, prizes, or
even novelty awards or plaques to deserving employees will help
boost morale. Activities and events that employees and managers do
together—a bowling club or a joggers’group, for example—will help
build a team spirit. A common goal, such as companywide support of
a selected charity, is another type of internal PR device for building
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unity. Perhaps most important of all is the continual recognition of
human dignity, pride, and desire for respect. Make internal public re-
lations one of your key strategies for helping your employees be pro-
ductive and happy.

How Can Public Relations Be Measured?

You frequently hear this comment: “PR is useless because you
can’t measure it.” This is absolutely false! If a public relations pro-
gram is well organized, it can be measured in many ways. One way is
to measure the number and type of media exposures received. Keep a
scrapbook of clippings and a current log of exposures—newspaper
stories, magazine articles, mentions on the local television news, and
so on. Set goals for the number and type of exposures, then measure
actual performance versus target.

A second measurement method is geared to evaluating the effec-
tiveness of internal PR efforts. Look at questionnaires that assess em-
ployee morale, as well as employee turnover rates, breakage, pilfer-
age, etc. If your internal PR is working, certain quantifiable trends
should emerge. Do not, however, ignore a more subjective yardstick
of your efforts: have you improved the esprit de corps in your organi-
zation? Are employees busy and enthusiastic?

Specific public relations activities may be measured by increases
in sales. For example, if a major event or product is promoted through
PR, and sales volume directly increases as a result of additional cus-
tomers coming in for the event or for the product, you will know that
public relations is working for you.

The following is a short checklist to assist in managing the public
relations function.

Public Relations Checklist

___ Does a PR plan exist and does it support the current prior-
ity areas of marketing?

___ Do the director of marketing and all staff members under-
stand their responsibilities with respect to the press, PR
firm, and other outsiders?

___ Do key managers have good relations with the local me-
dia?
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___ Are press release mailing lists up to date, accurate, and
readily available?

___ Are fact sheets readily accessible to all and near the phones?
___ Are photo files up to date and fully stocked? Is there an up-

to-date black-and-white photo file?
___ Are brochures and other collateral materials accessible?
___ Are there definite plans, budgets, reviews, and measure-

ment procedures in place for PR?
___ Is there a property or product press kit? Is it up to date?
___ What is the quality of photos and stories, and how are they

to be used?
___ Are all key employees briefed and knowledgeable about

the value of public relations? Do they know the procedures
to follow for press inquires?

___ Are PR network memos kept on file? Where? How often
are they looked at or discussed?

___ When was the last PR audit? What were the results, and
were all follow-up steps completed?

Publications and Trade Media

Most industry sectors have publications dedicated to the types of
firms, products, and services within the industry sector. These are re-
ferred to as trade publications. They are often widely read by those
who have an interest in your industry such as wholesalers, distribu-
tors, agents, and other intermediaries. These are excellent sources in
which to publicize a new product, explain a change in policy or
change in management personnel, etc. In general, it is also usually
less expensive to advertise in the trades and easier to obtain coverage
for your releases, stories, etc.

Should your product or service lend itself to advertising in con-
sumer-related publications, be sure that your ad agency and public re-
lations department/agency work together. Frequently, in order to secure
your advertising, consumer publications will provide “advertorial”
type space or agree to include your product/service in a story or arti-
cle. The synergy of advertising and public relations working together
is a win-win scenario.

Many different types of PR can be pitched in publications. These
include new releases, announcements for an event, feature stories,
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concept articles, opinion pieces, and public service announcements
(PSAs). Remember that publicity is a non-paid media communica-
tion that helps build target market awareness and positively affects
attitudes for your product/services, brand(s), and/or firm. Just like all
other marketing weapons, public relations should be planned and
work in concert with your total marketing strategy. Public relations is
your best marketing weapon for establishing creditability and build-
ing trust. Exhibit 5.1 shows a simple way to help you remember six
tools or focal points for public relations.

CASE EXAMPLE 1: SOURCES AND EXPERTS

One goal of public relations is to extend your brand awareness and
work in conjunction with your overall marketing strategies. Achieving
press/media coverage is no easy task as there is limited space or air
time and unlimited demand for that space or air time. One major med-
ical clinic became a master at garnering space in local, national, and
international media. It developed a multifaceted plan for its public re-
lations program with a goal to enhance its reputation and achieve the
highest top-of-the-mind awareness. The plans were interlinked with
other marketing weaponry such as research and advertising. The
medical clinic capitalized on its research capabilities by conducting a
series of surveys and questionnaires on a variety of topics. Each time
a newsworthy finding was discovered, a series of steps was taken to
assure broad distribution and related name awareness for the medical
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clinic. This strategy relied on both primary research and secondary
research to create items (findings) that would generate media atten-
tion. For example, “a recent study by the XYZ Clinic revealed that 75
percent of American children are overweight.” This is the type of
finding that has broad appeal and will get the media’s attention. Other
releases dealt with findings on heart attacks, smoking, the elderly,
cancer, etc. The planned and systematic approach soon began to con-
vey the positioning message that this was one of the best-informed
medical clinics (a “source of expertise”) as well as build its brand/
name awareness.

The medical clinic went one step further by providing an “experts”
call line for the media. If the media had a health or disease-related
question, all they needed to do was dial a 1-800 number and they
would receive an answer from one of the medical clinic’s experts in
the field. This proactive approach to the media resulted in not only
awareness building, but also in creating the perception of being the
medical clinic with a vast resource of expertise. It helped build the
medical clinic’s reputation to one of the best in the country.

CASE EXAMPLE 2: THE POWER
OF THE SURVEY AND AWARD

There are two ways to use the power of the survey or award. One is
to be fortunate enough to be ranked number one in an external objec-
tive consumer survey of products or services in your category. The
other is to conduct and report on your own survey. This latter practice
is frequently used by politicians and political parties to create percep-
tions that their policies are on target, or to create momentum for a
candidate. The former is an extraordinarily valuable marketing weapon
if used to the fullest extent and if lived up to (remember the level of
expectation concept).

Continental Airlines won the J. D. Power and Associates number
one ranking in customer service in 1997. It went on to win this rank-
ing in 1998 and 1999, three consecutive years. Granted, this is a
highly visible award/survey; however, once it is released, it could be
yesterday’s news unless it’s reinforced in a methodical manner. Con-
tinental Airlines did a masterful job of doing just that, reinforcing its
accomplishment with all constituencies. This included employee-
based internal public relations programs and incentives, external ad-
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vertising campaigns, and constant reminders in its promotional liter-
ature, timetables, frequent traveler programs, etc. In fact, Continen-
tal’s CEO, Gordon Bethune, even wrote a book From Worst to Best
that further publicized the achievement. In a business where service
is the business and a major competitive advantage, Continental has
the edge as a result of reinforcing its achievement through an aggres-
sive internal and external public relations program that is also inter-
linked to its other marketing weapons.

Key Terms

delivery package
exposures
news releases
press
press kit
public relations
publicity
trade media
transmission channels
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Chapter 6

PromotionsPromotions

Promotions have been used widely in many industries for a long
time and are powerful and effective marketing tools. Promotions
should support the overall marketing effort and be linked to the strate-
gic marketing plan and other marketing weaponry whenever possi-
ble. Promotions can be defined as an activity offering added incentives
to stimulate incremental purchase or trial purchase for a product or
service. They may be aimed at target market consumers and/or trade
intermediaries. Incentives to purchase include price, incremental prod-
ucts/ services, merchandise or gifts, experiences and allowances
(cash, credit, etc.). Promotions may be “immediate” or on the spot,
“chance” driven, and of the instant or delayed payoff nature. They are
measured in terms of incremental volume (sales, units, revenue, profit,
etc.) or desired behavioral outcomes. Promotions may be delivered
via the media, through sales personnel, or in or near the package/unit/
outlet, etc.1

Parameters for promotions are time specific and include causing
incremental consumer behavior over what was normally anticipated.
Promotions usually have a specific, singular, identifiable goal, which
can be measured quantitatively or qualitatively. They may also be
limited by geographic focus. Promotions are usually designed to af-
fect target market behavior through bringing back current users, in-
creasing trial from new users, increasing purchases from current us-
ers, and/or obtaining repeat usage after trial. There are two general
categories of promotions, open and closed. An open promotion is one
in which the business offers an added incentive to purchase with no
specific behavior required to take advantage of the offer, e.g., a 40
percent-off sale in a store. A closed promotion is one in which an
added incentive to purchase is offered to consumers, but they are re-
quired to do something in order to take advantage of the offer, e.g.,
clip and present a voucher or coupon.
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An infinite number of different promotions abound, and their di-
versity is limited only by the boundaries of people’s imaginations.
However, the one element common to all promotions is that they are
designed to fulfill marketing needs. These needs may include building
new business, gaining a greater share of existing business, keeping
business, or gaining repeat business. Regardless of the type of promo-
tion, the objective is to support the overall marketing effort and it
should be linked to the overall plan and other marketing weapons
when possible.

Just as there are many reasons for promotions, there are many keys
to making promotions successful, which are discussed in the follow-
ing section.

KEYS TO SUCCESSFUL PROMOTIONS

There are ten keys to successful promotions:

1. Purpose. Why is the promotion needed? Answering this fun-
damental question is the start of executing a good promotion.
Is the promotion necessary to create new business? To stimu-
late demand in a down period? To take business from a com-
petitor?

2. Target identification. Who is the promotion aimed at? Be spe-
cific in identifying your target. Is the promotion geared to-
ward potential first-time users of your product or service? Is it
geared toward previous users? Are they young or old, male or
female, upscale income or low income?

3. Type matchup. What is the best type of promotion for the pur-
pose and target identified? There are many types of promo-
tions, and not every one will be compatible with your creative
idea, or, more important, with your marketing objective. Some
key questions to ask are: What is it I want to promote, and to
whom? What is the demographic and psychographic profile
of my target?

4. Execution determination. Once you know the purpose of the
promotion, its target, and the type of promotion required, it’s
time to determine how to carry out the promotion. To do so,
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you must answer these questions: What is the best method to
reach the target? When is the best time to promote? Where is
the best place to promote?

5. Fulfillment. Anticipate the needs that the promotion will cre-
ate and be sure you can fulfill them. Ask yourself this critical
question: If this promotion works as planned, will I have
enough available products or services to meet the demand?
Otherwise, you may well lose that sale or customer for good.

6. Fallback. No one is ever completely correct in predicting the
response to every promotion. If your promotion is a greater
success than expected, you may not be able to fulfill the ex-
pectations created by the promotion. To avoid customer dis-
satisfaction in this situation, plan a fallback or substitution.
An important key when planning a fallback is to ensure that it
is of like or better value than the promoted item. Even if you use
the “rain check” fallback, consider adding some extra value to
that rain check to offset the customer’s inconvenience.

7. Real expectation. Promote only what you intend to deliver.
Never lie, exaggerate, or make false promises. Always re-
member that the level of expectation your promotion creates
must be fulfilled for the customer to be satisfied.

8. Communication. Don’t forget to tell everyone at your com-
pany exactly what you promoted and how it is to be fulfilled.
Be sure you clearly communicate in writing such key items as
price, quantity, acceptance procedures for the promotion, dates,
times, and other key details. Nothing is more irritating to a
consumer than responding to a promotion only to find that no
one at your company knows about it.

9. Measurement. Why did you go through the entire promotion
effort? Establish a goal or goals and measure the results of
your effort. Did the promotion do what you wanted it to do?
Did it accomplish more or less than expected? If more, will it
work as well again? If less, what went wrong?

10. Record keeping. Write down what you did for the promotion
and how it worked. Don’t be forced to reinvent the wheel next
time. How often have you heard, “What was that promotion
we ran so successfully a few years ago?”
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TYPES OF PROMOTIONS

Many different promotions have been used in various industry sec-
tors. Most of these can be grouped according to the following types or
classifications:

1. Price. This is a promotion in which the incentive to purchase
is based on price. The price is the main attraction and is fea-
tured prominently in the promotional message.

2. Trial. This is a promotion designed to get your target to try
your product or service. Price is one method that is frequently
used to motivate customers to try something. Sampling is yet
another technique.

3. Share. This is a promotion geared toward taking market share
away from the competition through some form of incentive.
Lower price, an upgraded product, or an advantage clearly es-
tablished over the competition is the focus of the promotion.

4. Introductory. This is a promotion designed to introduce a new
product or service to the market. An introductory promotion
may also be designed to build repeat purchases.

5. Build. This is a promotion designed to build repeat business
through an increase in the reward or payoff for multiple pur-
chases. Frequent flier programs are forms of build promo-
tions.

6. Giveaway/sweepstakes. This is a promotion geared toward
getting people to buy your product or service by offering the
chance of a monetary award or a giveaway item. Giveaway
item promotions are referred to as premium promotions.

7. Ego/recognition. This is a promotion designed to appeal to an
individual’s desire to be valued. These promotions may offer
customers special recognition in the forms of upgrades, spe-
cial product customizations, or complimentary services.

8. Tie-ins. This is a promotion of a product or service that ties
into another company’s product or service. Usually a tie-in is
undertaken when there is a clear benefit to both parties.

9. Refunds/rebates. This is a promotion designed to provide a
cash incentive (equivalent to a discount) to purchase. These
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are most often used to stimulate sales or clear out items, e.g.,
automobile rebates.

10. Trade allowances (commissions/discounts). These promotions
provide a monetary incentive to the trade or intermediaries.

11. Events. This is a promotion built around a specific event, e.g.,
the appearance of an entertainer, concert, designer, etc.

12. Cooperative. This is a promotion similar to a tie-in in which
two firms cooperatively promote a product or service for a
mutual benefit. The cooperative promotion may be under-
taken because of the limited budget of each firm, or because
the products or services are of more value promoted together.

There are many other types of promotions or variations of the pro-
motions listed. Some promotions may be intended to build good will,
others are designed as paybacks for the use of your product or ser-
vice, and still others are designed to expand the awareness of your
product or service into new market areas or expose new market
segments to your product. Always keep in mind your purpose for en-
tering into a promotion and the benefit you will receive from the pro-
motion.2

A word of caution is appropriate at this point. Do not enter into a
tie-in, cooperative, or other joint promotion without determining the
impact that the promotion will have on your base business, your im-
age, or your overall market. Although it is enticing to be offered a
low-cost tie-in to someone else’s package or promotion, it may not al-
ways be beneficial. In fact, it could be detrimental. Look closely at
your own image and reputation and make it your rule of thumb not to
enter into a joint promotion unless the other parties have an equal or
better overall reputation.

Methods for Executing Promotions

One of the key reasons promotions fail is because the wrong
method of execution is used. Take the time to determine the best pro-
motion method for reaching your target and achieving your purpose.
These methods include advertising (outdoor, displays, TV, radio, and
print), direct mail, tent cards, publicity, personal selling, handouts,
telephone sales, a special benefit to loyal customers or club members
in monthly billings, online offers, and so forth.
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You may promote your purpose and reach your target by directly
appealing to the end users of your product or service, or you may
reach your target through appropriate intermediaries such as agents,
retailers, wholesalers, suppliers, organizations, associations, bureaus,
franchise affiliates, and distributorships. You may use credit card
mailing stuffers, mailing lists, someone else’s outlets, and posters
and flyers of all types. Just make sure you select the methods that
most efficiently and effectively reach your target and accomplish
your purpose.

Internal Promotions

Frequently, a major way to increase the revenue and profit yield
from your existing customers is to promote to them once they are in-
side your door. This can be achieved in many ways, but should be
done selectively and with a specific purpose or goal in mind. Internal
promotions should be created and executed with the same care that is
given to external promotions. In fact, there are additional consider-
ations to take into account when promoting internally. Assuming all
the keys to successful promotions have been followed, consider these
additional items:

• Compatibility. Is your internal promotion compatible with how
your customers perceive your product or service? Never cheapen
the image that your loyal customers have of you by using a
slapped-together, poorly thought out, poorly executed promo-
tion.

• Benefit. Will your internal promotion not only meet your pur-
pose, but also offer a perceivable benefit to the customer? Will it
keep the customer as a friend, or will the customer be offended?

• Value. Does the internal promotion provide your customers with
a perceived value for their money? Value means quality at a fair
price—not cheapness.

• Clutter avoidance. Will your internal promotion piece clutter or
detract from your environment where it is presented? Be sure
your overall product quality is not cheapened as a result of the
physical promotion piece or content of the promotion.
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These considerations should be thought out prior to doing any in-
ternal promotions of your own or allowing anyone else’s promotions
to be viewed by your customers.

Cost/Payback

When developing a promotion, it is essential to preplan your costs
and try to ascertain the desired payback. This requires identifying all
of your “redemption costs,” such as: the “value” of the discount (e.g.,
coupon), the number of coupons distributed, the estimated redemp-
tion rate, the number redeemed, and the dollar value or offer (number
redeemed × value of coupon). In addition, advertising and media
costs need to be factored into the equation. These costs include the
printing, mailing, envelopes, and any design or legal costs. After ar-
riving at the total cost of the promotion, a “payback” calculation can
be determined. Included in this calculation are estimated sales with
and without the promotion (to arrive at the promotional impact on
sales in dollars or units), estimated gross margin dollars for the period
with and without the promotion, and estimated net margin dollar in-
crease with the promotion. The same rationale of calculating with
and without advertising and media costs should be applied. Also, any
incremental advertising and media costs attributable to the promotion
should be factored into the calculation. The payout factors also need
to include incremental margin sales, incremental advertising and me-
dia expenditures, and contribution to fixed overhead.3

The promotions checklist that follows provides some key ques-
tions that should be addressed before undertaking a promotion.

Promotions Checklist

___ Are your promotions part of your total marketing effort/
plan?

___ Are your promotions scheduled at the optimum times to
produce the desired results?

___ Are your promotions in sync with your other marketing
weapons?

___ Do your promotions support your image and positioning?
___ Is the promotion appropriate or matched to the objec-

tive/strategy or purpose?
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___ Can your competitors readily match or “one up” your pro-
motional offer?

___ What are the quantifiable expectations (results)?
___ How much will the promotion cost and how much return

do you expect/desire?
___ Is the promotional incentive strong enough to evoke the be-

havior change/incremental purchase desired?
___ How will the promotion be delivered in the most effective

and efficient way?
___ Do you have a fallback planned and ready to go?
___ Is everyone posted/communicated with and/or trained who

needs to be?
___ When will the promotion begin and how long will it re-

main in effect?
___ Have you checked with your legal department with respect

to the promotional offer?
___ How can you maximize the distribution of the promotional

offer?
___ Is there anywhere (geographic area) you do not desire the

promotion to be run?
___ Can you fulfill the promotional offer if it succeeds beyond

your response estimate?
___ How will the promotion be communicated to the sales

force, distributors, agents, etc.?
___ How will you actually measure the promotional results?
___ If the promotion does not work, do you have a cut-off plan?
___ Is the promotion consistent with your overall positioning

for the product, service, or brand?
___ Have you reviewed the history of the specific offer or simi-

lar offers?
___ Is there a logical partner to co-op with to give you a stron-

ger promotion or extend your reach?

Here is a recap of some types of promotions.

Promotions—Types/Tools

• Contests
• Coupons
• Bonus offers
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• Build promotions
• Events
• Sweepstakes
• Refunds/rebates
• On pack/in pack
• Premiums
• Sampling
• Trial offers
• Price
• Introductory
• Share
• Tie-ins
• Cooperative
• Ego/recognition
• Giveaways

CASE EXAMPLE 1: MORE THAN A PROMOTION

Although one objective of a promotion is to build short-term busi-
ness, some promotions can achieve that and much more. In the 1990s,
Pearle Vision ran one such promotion. Their concept was quite sim-
ple. They provided a percent discount that equated to the consumer’s
age bracket, e.g., 40 years of age got 40 percent off, 50 years of age
got 50 percent, etc., and 100 years of age got 100 percent off or free
glasses. Pearle knew that it would lose money on those 100-year-
olds; however, it recognized the immense value of the public rela-
tions this promotion could generate. Needless to say, every time a
100-year-old person received free glasses there was a photo opportu-
nity and a feeling of goodwill toward the company brand. The media
(newspapers and local television stations) just loved the concept.

Pearle also solicited that “800-pound gorilla” everyone wants for a
partner—the partner with both the size and reputation to provide in-
stant success. In this case, AARP (American Association of Retired
Persons) was selected as a partner. The ads describing the discounts
were placed in AARP’s magazine/newspaper. The AARP members
simply had to show their membership card for the discount. You can
imagine the sales impact of some 30 million-plus target market con-
sumers getting that offer! Again, the awareness created by the public
relations in local markets reinforced the national promotion from
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Florida to California and from Texas to Minnesota. This was much more
than a promotion, it was a brand builder and a public relations bonanza.

CASE EXAMPLE 2: LEFT BRAIN/RIGHT BRAIN

One frequently used generalization is that people who are finan-
cially and analytically oriented are dominated by the left side of their
brain while those who are more marketing and creatively oriented are
driven by the right side of the brain. One hotel chain discovered that
its customer base was equally divided between “left brainers” and
“right brainers.” This posed a dilemma in terms of what the awards
should be in its promotional offer. The solution was to view this infor-
mation as a research and marketing opportunity. Focus groups with
each group revealed contrasting perspectives. Left brainers categori-
cally preferred the lowest rates and right brainers consistently wanted
payoff-type rewards, either upgrades to suites, executive levels, or
other ego-driven recognition. Left brainers wanted to “beat the sys-
tem” and right brainers wanted to “break the rules.” As the focus
groups evolved, a few common perspectives emerged. Both wanted
to be appreciated for their patronage. Both wanted to pay corporate or
preferred rates for their volume. Both wanted to be treated differently
than other guests. Both wanted to be recognized by some sort of club
or membership program.

Based on this research and focus groups, a new, frequent-guest
program was developed to appeal to both the left and right brainers.
The club membership was provided to both groups at no cost by
waiving the initial fee “compliments of a co-op partner” (airline,
credit card company, rental car company, etc.). This established a
perceived value to the membership. To the left brainer it was “paid for
by someone else.” To the right brainer it was “they recognize my im-
portance.”

The rewards structure presented a real challenge. Awards would
have to appeal to both groups and would have to be perceived on a
corporate and/or preferred rate. The solution was found in the re-
search which indicated that the left brainers responded to the “beat
the system” concept and the right brainers to the “break the rules” no-
tion. Each group was offered an automatic upgrade to the executive/
club level or a suite, if available, at the corporate or preferred rate for
a regular room. In fact, although never indicated or promised, each
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group could receive the Presidential Suite under certain circumstances.
For example, if it was a CEO or a key corporate or group meetings ac-
count, the hotels had the option to place them in the (usually unoccu-
pied) Presidential Suite. Now, you can imagine what that did for
brand loyalty. The left brainer, who was paying a corporate rate of
$89.00, would look on the door and see that he or she was staying in
the $1,200.00 per night Presidential Suite—that is beating the sys-
tem. The right brainer would be “ego satisfied” and would think that
his or her weight/clout helped to break the rules. Both groups were
highly satisfied.

As for “awards,” the ultimate for a left brainer was free cash or as
close to it as one can get. For the right brainer, it was a prestige-ori-
ented gift that they could use for themselves. The club members had
their choice, either U.S. Savings Bonds or American Express gift cer-
tificates. It didn’t surprise the company that the left brainers went for
the U.S. Savings Bonds (more than 85 percent of the time) and the
right brainers went for the American Express gift certificates (more
than 95 percent of the time). The promotional concept was successful
primarily because it was based on sound research, research that looked
into the psyche and motivations of the guest/customer and then re-
sponded by directly meeting their needs and providing the benefits
they sought.

Key Terms

allowances
build
chance
closed
cooperative
cost/payback
fallback
fulfillment
giveaway/sweepstakes
introductory
open
price
refunds/rebates
share
trial
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Chapter 7

MerchandisingMerchandising

If your product or service offering lends itself to visual display, the
merchandising marketing weapon is appropriate to utilize. Mer-
chandising is used to reinforce the advertising message, communi-
cate product/service information and/or promotions through specific
visible (on site) techniques. Merchandising can be delivered at the
point of purchase (POP), through personal sales presentations, and
via events. Merchandising, like any other marketing weapon, should
be planned as part of the overall marketing effort and in conjunction
with the other marketing weapons (e.g., advertising and promotions).
Merchandising is the support material that helps market your product
or service. It is important to approach the preparation of your mer-
chandising efforts with the same care that you would give your best
advertisement or most important sales call. Your merchandising ef-
forts are always being viewed by the potential market and customers.
Some key points to keep in mind when preparing and presenting mer-
chandising materials are presented as follows.

• Identification of purpose. What is the primary purpose of the
merchandise effort and who is the intended audience?

• Compatibility. Your merchandise materials should reinforce the
image you are trying to establish or maintain regarding your
product or service. They shouldn’t contradict that image. At
times, you might try to improve your image by improving the
merchandising materials. An example might be creating a new
brochure that portrays a better image than the one currently be-
ing portrayed. A word of caution, however: if you allow a new
brochure to build a level of expectation beyond what the product
can deliver, you could be doing yourself more harm than good.

• Consistency. The single greatest fault with most merchandise
material is its lack of consistency. Is your material consistent
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with your other marketing and image-related visual aids? Sim-
ple things such as the use of a logo, certain colors, print styles,
and so on will help build consistency. You may want your mate-
rials to stand out, and they should, but not by detracting from
your image.

• Practical detail. Does the merchandising material accomplish
the marketing purpose it was designed to meet? Too often, is-
sues such as picture selection take precedence over clear direc-
tions. The result may be great photos, but customers may be
confused. Remember to review the materials and be sure that ev-
ery detail is accurate and useful.

• Visibility. If you want customers to pick up and respond to your
merchandising materials, don’t hide them! Check often to see
that these materials are where they belong—somewhere that the
customer or potential customer can clearly see them and pick
them up.

• Clutter avoidance. Be sure you are not a victim of “the-more-
the-better” syndrome. Yes, it’s great to have good merchandise/
displays for your customers, but too much material in one place
results in clutter.

• Keep it clear. Make sure that the purpose of each merchandise
effort and piece of material is clear. Do not overload it with too
much copy or detail or it will lose its purpose as a marketing ve-
hicle. A customer or potential customer view merchandise to get
a message. Don’t bury that message in fine print or, worse, too
much print.

TYPES OF MERCHANDISING

There are many ways to merchandise your product or services. A
few of the more widely used techniques follow.

Brochures/catalogs—A brochure is a highly specialized piece of
collateral material. Its preparation requires careful thought. It is not
simply a collection of good photos and some copy. It represents the
“perception” (see five Ps) of your product or service often first seen
by the prospective customer. It is not only an informational sales
piece, but your product/service image. A successful, well-prepared
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promotional brochure for a product or service should contain the fol-
lowing key elements:

• Identification of the product/service, including its logo
• Descriptive facts about the product/service
• Directions on how to buy the product/service
• Online address
• Key telephone numbers
• Locations
• The person or individual to contact for more information (e.g.,

sales director, technical personnel, etc.)
• Special features
• Pricing information (if desired)

Including these elements will not necessarily guarantee that your
brochure is successful. You must also consider the key points to prepar-
ing successful merchandise materials mentioned earlier and, of course,
use professional photos, art, design layout, and copy to produce a qual-
ity final product. Following are some key points to keep in mind in re-
viewing your brochure or catalog before printing and distributing.

• Proof everything twice.
• Be extra careful about prices.
• Check and double-check your address, phone and fax numbers,

telex number (if applicable), and online address, etc.
• Ask to review the final copy.
• Ask to review the actual distribution/mailing lists.
• If a photo of your product or service is used, be sure it is up to

date, representative, and a sales tool; otherwise, do not use it.

Fact sheets/sell sheets are usually one page and are designed to as-
sist in the sales process. These should be designed knowing that both
your sales personnel and your customers will likely have access to the
sheet. Therefore, it is a good idea to do a high-quality, professional
production job. If the fact sheet is for highly repetitive use or for ac-
tual display, be sure it is laminated and cleaned regularly. Again, your
image is directly reflected by the piece of material in the customers’
view.
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Flyers are announcements usually printed for quick distribution to
stimulate interest in a special event or promotion. Flyers may be re-
minders or even an announcement of an event when time does not
permit using another method. If you use flyers, take care that they
have a professional appearance and are compatible with the other ma-
terials used to promote the event. Control their distribution to ensure
that potential customers get the message. Flyers are an inexpensive
way to reach the local market. Image concerns may make flyers an in-
appropriate delivery vehicle for some users or messages.

Banners are a highly visible merchandising tool and should be re-
flective of your desired image. Provide specific instructions on how,
when, and where banners are to be displayed in your units.

Displays may be self-contained or set up at the location. A display
is a three-dimensional visual which should entice the consumer to be-
come a customer. Like all other merchandising, you should ensure
that your displays are in keeping with your overall image. Remember
that this also applies if you are using someone else’s display in your
unit.

Shelf talkers come in many types such as clip-on displays, elec-
tronic message displays, coupon dispensers, etc. Shelf talkers are
very effective merchandising devices when instantaneous or sponta-
neous action is appropriate. When your products or services need to
break through the clutter of many other products on the same shelf, a
good shelf talker can win the merchandising battle for you.

Store kits are designed to support a promotion theme in a store. As
inferred, a store kit provides visual merchandise/materials that change
the store’s overall static appearance into a dynamic sales environ-
ment. Store kits can contain ceiling hangers; wall and window post-
ers; light filters; tabletop displays; tent cards; stand-alone displays,
etc. Successful store kits include detailed but easy-to-follow instruc-
tions, precision timing with promotional launches, and motivational
messages to employees. Remember to quickly remove the kits and
store or dispose of them when the promotion is over.

Posters are a highly visible way to merchandise products, promo-
tions, people, and services. Posters should adhere to the same image
match rule as all other merchandising materials.

Video presentations are used by many businesses to present their
sales messages. Video works well with younger generations who
grew up with the medium. Videos should be tasteful, professional,
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and orchestrated/directed. Music selection (if desired) should also be
appropriate and motivated toward purchasing. For sales presenta-
tions, videos should be as short as possible to convey the message.
Remember that attention spans are brief. Be concise and visual with
your message on video. Stay away from lengthy, rolling print or other
distractions.

Clubs are yet another merchandising opportunity if your business
or service lends itself to a VIP or frequent purchaser club concept.
Whether your club is a physical facility (e.g., airline club) or an affin-
ity group (e.g., frequent traveler/purchaser club) the same merchan-
dising rules apply. Keep the image of the club, the supporting printed
materials, membership cards, promotional offerings, etc., all in line
with the brand image and positioning of your product/service.

Tent cards are another popular form of merchandising. Tent cards
come in all shapes, sizes, and forms. Some practical considerations
for using them are:

• Use all sides of the tent card.
• Design it in a practical manner to rest on a table or countertop.
• Make it look attractive.
• Avoid the temptation to use a “totally unique” tent card—it will

usually be costly to produce, difficult to use, and constantly in
need of replacement.

• Be sure that size and placement of the tent card are consistent
with the purpose or message on the card.

• Monitor and measure the results of each tent card promotion to
determine its real value to you.

• Avoid clutter or promotions that cheapen your overall product
or service offering.

MERCHANDISING YOUR EMPLOYEES

Customers are often impressed when an establishment recognizes
good employee performance. You can keep your customers informed
and motivate your employees through a number of in-house mer-
chandising methods. If you are in a labor-intensive industry, moti-
vated employees with good service attitudes are very often the keys to
a successful operation. Ensuring employee motivation is a very diffi-

Merchandising 107



cult task in the service business sector. In-house materials that help
boost employee morale are important and have a direct impact on the
sale of your product or service. Do not ignore strategies for improv-
ing employee motivation; such strategies are key marketing tools.
Some examples are included in the following sections.

Employee-of-the-Month Programs

One of the most successful applications of motivational principles
is the “employee-of-the-month” program. The visual aspect of this
program is important; often, a photo poster is prominently displayed
in a high-traffic employee area.

An even more meaningful—and potentially more beneficial—
method is to establish a permanent display case for such a poster,
thereby allowing your customers to also see this recognition award.
This method provides even further recognition for the employee and
fosters additional feelings of goodwill among both employees and
customers. A successful employee-of-the-month program requires a
well-planned program of support, frequently including external public
relations and some form of reward for the recognized employees. Se-
lection criteria, fairness in judgment, and the involvement of other
employees as judges or award presenters are keys to success in mak-
ing these employee-recognition programs work. Management’s in-
volvement in these programs and respect for the employees and their
achievements are also critical factors.

Employee-Interest Promotions

Employee-interest promotions help motivate employees and in-
crease the marketing exposures for your business. An employee-
interest promotion begins by identifying an employee’s hobby or a
special interest. One example is a chef whose hobby was driving race
cars. The hotel where he worked successfully placed a number of
human-interest stories in the media about the “fastest chef in town.”
Management then displayed the news clippings and photos of the
chef and his autos in a number of high-traffic employee areas within
the property. Employee-interest promotion possibilities are limitless,
but they should be used sparingly or their internal value may dissi-
pate.
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Employee Community Service Recognition

Another effective employee program is recognizing employees’
efforts in their local communities. Many employees do volunteer
work, make special efforts on behalf of charities, or make unique
contributions to their communities. Identifying and providing public
recognition for these employees and their service efforts benefits
both your establishment and the employees. These are win-win pro-
motions. Examples include employees who participate in walkathons
for charities; employees who perform volunteer work for people who
are sick, disabled, or elderly; and employees who help save lives as
volunteer firefighters or rescue squad personnel. These activities all
help to merchandise the quality of your business as expressed by your
employees. Some key questions to review in the merchandising check-
list follow.

MERCHANDISING CHECKLIST

___ Are the merchandise visuals compatible/supportive of the
brand(s)/product(s)/service(s) image?

___ Is the merchandise effort part of an overall marketing strat-
egy? Is it linked to other marketing weapons?

___ How will the merchandising effort be delivered?
___ Are point-of-purchase materials appropriate?
___ Where and when will the merchandising effort take place?
___ Are instructions and/or other critical communications in-

cluded? Are there instructions for any setups or removal?
___ If consumer-oriented, does anyone in the trade need to be

posted on site or vice versa?
___ Is the brand visible and consistent with brand identity

guidelines?
___ Is there more than one way or one time in which this mer-

chandise can be used?
___ Does the merchandising tie in to other creative looks, e.g.,

advertising?
___ Is there a check system in place to determine field/unit use

and adherence to guidelines?
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___ Will your merchandising material fit your retailer or out-
let’s needs? Do you need multiple-size store kits?

___ Have you developed a communications plan or incentive
for the trade to use your merchandising offer?

Following is a recap of the merchandising tools discussed.

Merchandising Tools

• Brochures
• Fact/sell sheets
• Flyers
• Banners
• Displays
• Tent cards
• Shelf talkers
• Store kits
• Posters
• Video presentations
• Clubs
• Employee motivation programs

CASE EXAMPLE 1: ACCESSORIES AND GIFTS

In a number of industries, merchandising takes on the “value
added,” or, premium concept. For example, the Polo brand of fra-
grances (as well as many others in this category) do an exceptional
job at merchandising. Not only are their in-store displays attractive,
their merchandise value added offers are also real perception cre-
ators. As the tent card, wall poster, or ceiling hanger states: “Purchase
this Polo fragrance and receive this carry-on bag (with the Polo logo)
absolutely free” (okay, in some cases for only $5.00). The “percep-
tion” is that you are purchasing a small bottle of fragrance and getting
a large bag—sometimes even filled with other cosmetic goodies.
These value-added merchandise offers are supported by in-store
point-of-purchase merchandise, by newspaper and/or magazine ad-
vertising, and by direct mail campaigns or bill stuffers from the de-
partment stores. This is a very effective use of merchandising and in-
tegration of multiple marketing weapons.
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CASE EXAMPLE 2: COLOR THEMES

Perhaps the master of all merchandising is Victoria’s Secret. This
highly successful women’s lingerie and apparel retailer designs their
stores, including lighting, merchandise, and packaging, to be a com-
posite merchandising opportunity. This complete color rethemeing
conveys an entirely new look to the stores. Because visual perception
is the dominant sense, Victoria’s Secret takes full advantage. Their
merchandising calendar may vary from year to year, but it is colorful
and it transcends every aspect of the retail establishment. Winter
white transforms into the February (Valentine’s Day) reds. The reds
turn to spring yellows or greens, etc. This not only occurs in the store,
but in the look of the catalog, mailers, and Web site.

CASE EXAMPLE 3:
PSYCHOLOGICAL MERCHANDISING

Studies have shown that the right motivational message at the point
of purchase can influence behavior. For example, that large display at
the end of the aisle in the supermarket with the handwritten sign that
reads “SALE PRICE - $3.99” has been known to cause the item to be
picked up and put into the cart—even though the regular price when
the item is on the shelf may be $3.39.

The power of suggestion takes on many different shapes and forms
when it comes to merchandising. One case example whose strength
lies in the psychology of the message is the airport gift shop. For in-
stance, on the gift shop window, there may be an oversized poster of
two, small, sad-eyed children looking right at you, the busy traveler.
The traveler who not only misses his or her children, but feels guilty
about being away from home. The message on the poster, also in
oversized print so you can read it from afar, simply says: “Did you re-
member me?” This is a powerful merchandising poster. It works and
actually changes behavior, slowing the traveler and causing them to
go into the gift shop and make a purchase.

One research project studied this actual poster/message and deter-
mined that the closer the children’s items were to that poster and the
entry of the store, the more likely they were to be purchased. Price
was almost not a factor. In fact, the average markup of the merchan-
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dise in the test was 500 percent. This exemplifies the power of push-
ing the right buttons with your merchandising message.

Key Terms

brochures/catalogs
clutter avoidance
displays
fact sheets/sell sheets
flyers
merchandise
point-of-purchase
posters
shelf talkers
store kits
tent cards
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Chapter 8

Database MarketingDatabase Marketing

Communicating your sales or promotional message is challenging
in today’s crowded media marketplace. Getting your message di-
rectly to your target audience is what database marketing is all
about. This chapter will discuss why database marketing has become
increasingly popular, the components of a database system, and keys
to selling through direct mail.

In 1884, Montgomery Ward mailed its first catalog. Soon, other re-
tailers began using catalogs to reach customers. By 1902, Sears had
produced over $50 million in catalog sales. America was experienc-
ing an incredible explosion in direct mail sales.

No one in the early 1900s could have imagined what would occur in
direct mail sales in the second half of the century. In the 1950s, a con-
cept arrived that would further increase direct-mail sales and lead to the
birth of database marketing: the credit card. As consumer acceptance
and use of credit cards grew, so did the “data” to form a “base” list of
prospective customers. Then, in the 1970s, came a technological de-
velopment that really allowed database marketing to take off: the
computer. By the 1990s, computer technology, optical and electrical
scanning devices, and a multitude of software programs and other
technological advances propelled database marketing to the forefront
of many marketing plans. Today, database marketing is a multibillion
dollar business influenced by many factors (see Exhibit 8.1).

More than technology has contributed to the success of database
marketing. Geographic segmentation of the U.S. population (such as
by zip code) and more sophisticated demographic information from
the U.S. Census Bureau have helped shape the growth of database mar-
keting. Demographic and psychographic segmentation have also
played key roles in influencing the acceptance of this marketing tool.
With the increasing demands placed on personal time, the weakening
of the traditional television networks, and the overabundance of prod-
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uct and service offerings, new ways to reach potential customers di-
rectly with marketing messages have become essential. Shifting and
declining brand loyalty has highlighted the need for the personal and
targeted approach of direct mail. Getting direct mail messages to con-
sumers in a cost-effective manner and breaking through the advertising
clutter with response-generating, creative direct mail pieces are some
of the challenges facing database marketing today.

DATABASE SYSTEMS

To make a database system work, three key elements are needed:
technology, accurate information, and prioritization.

Technology

Simply defined, database marketing technology is computer hard-
ware and software capable of supporting database marketing. The de-
gree of technological sophistication needed depends on the complexity
of the marketing needs. The more mailing lists used, the more cus-
tomer data stored, and the greater the frequency and measurement of
responses, the greater the technological needs.

Accurate Information

A database is only as good as the integrity of the data it contains.
Valid records, including correct addresses, correctly spelled names,

114 MARKETING YOUR BUSINESS

EXHIBIT 8.1. Influences on the Development and Popularity of Database Marketing



most recent purchase activity, and so on, are all essential components
of accurate database information. Clean lists (lists free of invalid or
out-of-date information) increase response rates, reduce costs, and im-
prove return on investment. When purchasing lists, always verify the
last date the list was cleaned. Also purge (remove) duplicate records—
few things turn off a prospect more than two personalized letters arriv-
ing on the same day that offer a “once-only” opportunity.

Prioritization

Having a conceptual understanding of which prospects and cus-
tomers are likeliest to respond to your direct mail will help you im-
prove return rates and increase revenues. In general, people who have
recently purchased your product or service are most likely to remem-
ber you; they make great first-priority targets for a direct-mail piece
urging them to make another purchase. The second likeliest response
group would be those who have made multiple or frequent purchases.
The third would be those who have spent the greatest amount of total
revenue with you historically. The fourth likeliest group to respond is
made up of those prospects that reside in areas or purchase from loca-
tions similar to those of your best customers. These priority categori-
zations will help you select likely responders to your direct mail and
help you to develop realistic response expectations.

Group Priorities for Direct Mail

Group A—Recent Purchasers
Group B—Frequent Purchasers
Group C—Large Purchasers
Group D—Similar Purchasers

Keys to Successful Database Marketing

Like all other marketing methodologies, database marketing re-
quires planning to be on target and successful. Following are ten keys
to database marketing success.

1. Preplan. To successfully use any marketing tool, especially a
very targeted one such as a database mailing, you need to pre-
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plan. Preplanning not only includes developing objectives,
return estimates, and a budget, it also includes determining
where database marketing fits and what role it plays within
your total marketing effort.

2. Specify targets. Unless you are very specific in lining up your
target markets, your direct mail will be wasted. You’ll need to
specify your audience in terms of size, locale, and makeup
(psychographic profile, demographic profile, benefits sought,
needs, and so on). Once you have identified this target market,
you’re ready to take the next critical step.

3. Select an appropriate message. Selecting the correct message
and presenting it in a manner that will entice your target mar-
ket to respond will increase your chances of connecting with
prospects. For example, if you are mailing to price-sensitive
individuals, a strong financial incentive within your prod-
uct/service offering will probably produce better results than
one that offers no discount. On the other hand, if you mail a
discounted offer to individuals who are more sensitive to ego
and status issues, you may hurt your chances for success if
your discount is viewed as cheapening the product or service.
Selecting the right message to get the job done the first time is
better than sending the wrong message and having to start all
over again. For one thing, before you can get a corrected mes-
sage out, someone else might connect with your prospect and
eliminate you from the competition.

4. Predetermine return on investment. Ask yourself, how much
return do I need to generate to cover my basic mailing costs?
Then ask, how much more return do I need to achieve an ade-
quate return on investment (ROI)? You should always try to
predetermine your ROI and compare your direct-mail ROI
with that of the other marketing tools you use.

5. Maintain creative consistency. Maintaining creative consis-
tency with your direct-mail pieces provides multiple benefits.
Some of these benefits include: clearly perceived brand iden-
tity, clearly perceived positioning, increased association/rec-
ognition from mailing to mailing (when multiple mailings
occur), and carry-over brand awareness to other media.
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6. Integrate your mailings with your overall marketing program.
Multiple marketing methodologies working in concert and or-
chestrated within a total marketing program are much more
likely to succeed than hit-or-miss, uncoordinated marketing
efforts. Be sure to integrate your database marketing efforts
with the overall marketing program for your product or ser-
vice offering.

7. Use clean lists. Always use clean mailing lists. This is the best
way to improve ROI and response rates. A clean list has a
minimal number of duplicated, erroneous, or false addresses.

8. Know when to mail. The best way to decide when to mail is to
determine when responses are needed. If you need business in
December and you know that it takes six weeks to get results
from a mailing, sending out your direct-mail pieces in De-
cember or January isn’t going to help you. It is always good to
prepare to mail sooner than you need to. Build in a “time cush-
ion” to allow for correcting errors, fine tuning or redoing the
direct-mail piece, and dealing with problems such as delays at
the printer. Preparing early makes it more likely that you will
be ready to go when your mailing date arrives.

9. Repeat your message. Use the power of repetition throughout
each direct-mail package. The synergy of multiple messages
and calls to action can only increase the chance that your pros-
pects will see your message and respond. Use the outside of
the envelope, front and back; use the response card or other re-
ply vehicle; use every opportunity in the direct-mail piece to
convey the message. Try to get your message out in like or
identical form at least five times somewhere in each direct-
mail package.

10. Track the results. How will you know how well or poorly a di-
rect mailing did if you don’t track the results? Tracking results
will help you justify future mailings, compare direct mail to
other marketing methods, evaluate the effectiveness of the di-
rect-mail piece, etc.

Always remember to alert all of the departments within your busi-
ness that will be affected by a direct-mail campaign. If you’re mailing
out a large promotional offer, be sure that staff members understand
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what the offer is, when they can expect customer responses, and what
they are supposed to do to fulfill the offer.

SALES THROUGH DIRECT MAIL

If you were to look closely at all of the direct-mail pieces you re-
ceive in a week, you would see the results of great creative energies.
Unless you look closely at your direct mail, you might not be aware
of all of the things you “may” have won—from cashier’s checks to
cars, to lifetime memberships, to your own vacation home. Like most
people, when you open your charge card or gasoline credit card bill, a
handful of fantastic offers “too good to refuse” fall out of the enve-
lope.

Keys to Direct Mail

Selling your products and services via direct mail presents special
challenges and requires special knowledge. In direct mail sales, you
do not have the chance to personally talk to your prospects, as you do
in face-to-face or telephone sales. For direct mail to be successful, it
must be sent to prospects that have needs that your product or service
can meet. Therefore, starting with a good mailing list is vitally impor-
tant. Then you must develop a good direct-mail piece—a communi-
cations vehicle that relates your product or service offering. It is also
necessary to know when to mail and when to stop mailing. Last but
not least, when prospects respond, you must fulfill your direct-mail
offer promptly and accurately. In the following sections, each of
these keys to direct-mail success will be discussed.

Good Lists

Knowing to whom your sales letter or other direct-mail piece is go-
ing is of primary importance. A simple thing such as the correct spell-
ing of a manager’s name means a lot if you want your letter read. Lists
should constantly be purged of invalid or out-of-date information.
Lists should be updated each time a new piece of information be-
comes available. Verify names, titles, and addresses from your most
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recent contact with each sales prospect. Constantly strive to be accu-
rate.

The Direct-Mail Piece

You can develop checklist upon checklist of do’s and don’ts for di-
rect mail promotion literature. There is no single best approach. Some-
times a very personal approach is appropriate; at other times, a formal
approach should be used. Some general rules for promotional litera-
ture are helpful, but if rules are strictly followed, they may inhibit an
engaging personal touch. For example, when using a sales letter, one
good guideline is to be sure to send an original—or at least have it ap-
pear to be an original. No one wants to read a “personal” letter that
has been photocopied. Also, be sure to include the key to any direct-
mail sales message—relate the prospective customer’s needs directly
to your product or service. If possible, place your message on one
page. Time is important to everyone, and a personal, one-page letter
has a much better chance of being read by Ms. Decision Maker than a
multipage direct-mail package containing flashy but lengthy promo-
tional pieces.

Knowing When to Mail

Knowing when to mail is important. Consider the example of a
large publishing company that just came out with a terrific consumer-
oriented book about saving money on federal income taxes. The pub-
lisher is excited because this is a super book—new ideas, right price,
and so on. Why doesn’t the publisher promote it in June and July
when the press runs are complete? The answer is timing. People buy
books about the federal income tax in October through March, not in
June, July, and August. So, time of year is sometimes a consideration
when you are deciding when to mail. Day of the week is also a con-
sideration. If possible, when mailing to a business address, you should
time your direct-mail piece to arrive on a Tuesday, Wednesday, or
Thursday. You know what Mondays are like in a busy office. You also
know that if your direct-mail piece arrives on Friday afternoon, it
may not even make the reading file. Carefully consider when you
need the business and when the best time is to send that letter.
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Knowing When to Stop Mailing

Promotional materials and sales letters are expensive to create and
send out. Thus, knowing when to stop mailing makes a lot of “cents.”
Many mailings may be sequential, with up to four or five pitches to
the same mailing list. Be sure that you have a system that will elimi-
nate the portion of the list that has already responded “yes” or “no” to
an earlier mailing.

Timely Fulfillment

Once you get a positive response, be sure you are in a position to
fulfill what you promised on a timely basis. If you fail to fulfill your
offer, you may as well eliminate that customer from your “good” list,
along with the names of their friends and neighbors—they won’t be
responding either. If you are mailing catalogs, be sure they are timed
for arrival when you desire the purchasing to occur.

Strategic Marketing Applications

Database marketing/direct mail can be used for many purposes
such as those listed.

• Customer retention programs
• Acquiring incremental business from existing customers
• Introductory/trial offers to prospective customers
• Establishing ongoing product/service dialogue
• Building marketing promotions
• Product/service information updates
• Changes in policy
• Announcements for events, new products/services
• Customer information gathering
• Customer feedback
• Test offers

When viewing the database checklist keep in mind what Peter
Drucker once stated: “A database, no matter how copious, is not in-
formation . . . for information it must be organized for a task, directed
toward specific performance, or applied to a decision.”1
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Database Checklist

___ Is your direct marketing program part of your total market-
ing strategy?

___ Are your mailings interlinked and supportive of your other
marketing weapons?

___ Are your lists up to date and accurate?
___ Have you prioritized your mailings based on response pat-

terns for optimum returns?
___ Does your direct mail reflect the positioning and image of

your brand, product, or service?
___ Is your direct-mail campaign appropriate for the offer?
___ If you are using a purchased list or outside vendor have you

checked the accuracy of the lists?
___ Is your direct mail being sent/delivered on a timely basis?
___ Have you calculated your return of investment/expected

results?
___ Have you maintained creative consistency throughout your

mailings?

CASE EXAMPLE 1: THE CHECK IS IN THE MAIL

Knowing the habits of your target market can be of immense value
in database marketing. A problem many direct-mail marketers face is
simply getting their message opened instead of thrown away. Many
follow the practice of putting the message or a “teaser” on the outside
of the envelope, and, to some extent, this helps. One case example of
overcoming this problem is the travel agent. Travel agents, like many
commissioned workers, rely on the payment check for their services.
Many checks are sent by mail. Travel agents are inundated with all
kinds of direct mail every day. Yet if one observes what happens to
that mail upon delivery, one can learn the magic step to getting the en-
velope opened. Travel agency managers are experts at sorting their
mail into two stacks. One goes directly to the wastebasket or floor for
later action. The other stack goes directly in front of them and is
opened immediately. The key is visual. “Pay to the order of” mes-
sages can be seen in window envelopes on checklike paper. These
rise to the top of the stack and are opened immediately. The message
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is simple: know your target market’s habits, know how to get their at-
tention, and design your direct mail so that it gets immediate atten-
tion.

CASE EXAMPLE 2: BY INVITATION ONLY

Promotion pieces flood our mail every day, but invitations only
come for special occasions. Sounds simple, but it works. People open
invitations and discard promotional offers before they are opened.
Think of the numerous credit card mailings you receive on a monthly
(or even daily basis). Many of these never get opened because you al-
ready know it is a credit card solicitation with the teaser/trial period
percentage printed in large type on the envelope. What you do open is
the typed or handwritten envelope that looks like an invitation to a
special event (wedding or social engagement). People like to receive
invitations and/or are curious enough to open an envelope that ap-
pears like one. Designing your direct-mail piece to look or appear
like an invitation, personal letter, or a check will help to ensure that
your message/offer isn’t trashed before it is opened.

Key Terms

clean list
database
direct mail
lists
merge
purge
response rates
ROI (return on investment)
time cushion

122 MARKETING YOUR BUSINESS



Chapter 9

Electronic MarketingElectronic Marketing

The electronic marketing weapon can have a number of looks. It
can be telemarketing, visual (television shopping), or in written or
digital form electronically transmitted via e-mail offers or by fax. It
also includes advertising and promotions via the Internet, Web sites,
etc. Web sites can include retail store sites, catalog sites, home shop-
ping Internet sites, direct manufacturer wholesaler sites, customer
service sites, and intermediary sites such as priceline.com or Travel-
ocity.com.

In an age when value is being redefined to include speed and con-
venience, electronic marketing via the Internet is right on target in
meeting a major consumer need. The utilization of the Internet as a
marketing tool for your products/services may prove to be a valuable
marketing strategy. The following section depicts the ways in which
the Internet is used.

INTERNET USES

• Research
• Provide information
• Provide online buying and selling
• Provide online auctioning
• Provide online barter/trading/exchange
• Provide discussion forums
• Provide training
• Provide delivery of data (bits)
• Customer service communications

As with any of the marketing weapons, electronic marketing tools
should be deployed as part of the total strategic marketing plan. Their
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design should be in concert with the image and positioning of your
brands, products/services, and be interlinked to your other marketing
strategy weaponry. Electronic marketing tools are ideal for building
and actively managing and communicating with your customer base.
Developing a clear concept of how to take advantage of the Internet is
a must for most businesses today. Consider developing your own
site, placing your banner on related Web sites, and having a strategy
for easy access and quick response to customer calls.

Although database marketing has applicability to electronic mar-
keting, each electronic marketing tool has its own nuances. Just as
you would preplan your database marketing strategy, you should take
the same approach with electronic marketing strategies. Irrespective
of the electronic marketing tool selected, you will have to take into
account the return on investment, measurement of the results, and
overall benefits to the customers targeted. You will need to maintain
creative consistency (site design, logo usage, etc.) to build awareness
levels and familiarity with consumers. You will need to be sure you
can fulfill your promotional offers and not undermine your pricing
strategies. In addition, you will need to constantly monitor and track
the results. You will have to remember that if you are on the Internet,
you have removed geographic boundaries and must address this with
respect to currency translation, pricing, delivery, languages, etc. View
your Web site as you would a combination of your television/print
advertising, your catalog, and your customer service/sales functions
all rolled into one.

Some hints for Web site marketing include: make it easy to read
(not too small/fine print and limited information per screen; use large
visuals—small photos come out looking like postage stamps); select
good contrast between your background and print/type colors; and al-
ways keep the user’s perspective in mind. Remember, you may have
had a professional technical genius design your Web site, but it may
be used by someone (your customers or potential customers) whose
knowledge of computers is very different from your designers/pro-
grammers, etc. A good idea is to pretest your site and response/order
mechanisms/processes with average consumers. Listen, accept sug-
gestions, and make changes. If your site has been up and running for a
period of time, you might want to freshen the photos, look, etc. You
may want to run a flag or banner indicating “new” or “update,” etc.
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Internet marketing should include a special focus on links to other
sites. You should develop a comprehensive list and plan to achieve
maximum cross-references, co-op links, and banners on other related
sites. Be sure that you include your fax and phone numbers (800
number, etc.) for those who just need help to complete a transaction
or have the need for information they cannot find on the site.

E-mail and fax offers should be presented to existing customers in
a service-oriented manner. Customers should always be offered the
option not to receive the message if they prefer. Remember to check
the state laws where you plan to use faxes or telemarketing. Telemar-
keting should be scripted, not prerecorded messages, and should also
follow strict guidelines and the letter of the law. Review these elec-
tronic marketing tools carefully before implementing them and con-
sider if they will do more harm than good for your business. Remem-
ber that poorly executed or even flawlessly executed faxing, e-mail
pitches, or telemarketing calls are viewed by many as annoying. The
result could be a lost customer versus a potential sale. If you believe
that these electronic marketing tools will work for you, train your
personnel well and/or constantly monitor any organizations you con-
tract with to provide the service.

Finally, keep in mind the uses of the Internet when developing your
electronic marketing plan. Ask yourself if you can market your prod-
ucts or services in a way that provides information and offers a quick
link to purchases, etc. Packaging and (site) presentations are two major
keys to Internet marketing success. Your Web site is your image around
the globe. Make it a good one. Review the questions in the electronic
marketing checklist that follows.

ELECTRONIC MARKETING CHECKLIST

___ What role does electronic marketing play in your overall
marketing strategy/plan?

___ What resources will be needed to execute this strategy?
What will it cost? What will the return of investment be?

___ Should telemarketing be part of an overall marketing ef-
fort? Do faxes and e-mail play any role?

___ How does your Web site compare to the overall image and
positioning of your business, brands, products, and services?
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___ How does your Web site compare to your competitors’?
___ Is your site user (consumer) friendly?
___ How will you monitor any external vendors selected to

handle your electronic marketing needs?
___ Where should your site be listed and links be built to and

from?

CASE EXAMPLE 1: MAKING IT
WORK FOR EVERYONE

One of the keys to electronic marketing is good links to other sites.
This is especially important when you sell your products/services
through other outlets. One case example is New Balance, an athletic
shoe manufacturer. On a recent visit to their site, a customer was told
that the local outlets did not have the shoes they requested in stock.
The Web site then provided a list of links to other online retailers that
carry New Balance products. The customer clicked on L.L. Bean and
quickly discovered the same shoes in L.L. Bean’s online catalog.
L.L. Bean is one case example of an extraordinary, customer-driven
organization. On L.L. Bean’s Web site, the customer immediately no-
ticed an 800 number to call for help or questions. Not sure of the size
and style number of the shoes, the customer called the L.L. Bean 800
number, which was answered immediately by a well-trained cus-
tomer service representative. The L.L. Bean system and customer
service representative advised the customer to purchase the shoes
one-half-size larger and that the style number was indeed different (a
new style number). The order was promptly and professionally pro-
cessed over the phone and the shoes arrived on the date promised.
Good links, which listed an 800 number, and well-trained personnel,
provided a successful sales experience.

CASE EXAMPLE 2: MAJOR MISTAKES

A customer attempted to purchase a designer fashion watch as a
gift for Mother’s Day. The watch was featured as a new item in a ma-
jor women’s magazine. The photo, wristband style, and $295.00
price were clearly visible on the magazine page. The customer went
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to a nearby store to buy the watch. In fact, he even brought the page
from the magazine to be sure he purchased the exact watch desired.
The store personnel, including the manager, stared at the magazine
page and stated, “That must be a new item, we don’t have it.” No at-
tempt was made to call their home office or another store in the area.

The customer returned home and called a number of other designer
brand stores and retailers who carried the watch designer’s products
only to hear the same message, “We don’t have it” or “It must be
new.” Undaunted, the customer logged on to the designer’s Web site
(something anyone in any of the stores could have done, but didn’t).
The customer “clicked” on watches and immediately saw the identi-
cal watch featured in the magazine. A small flag showed that the item
was in stock but to be sure to call to verify express shipping if needed
soon. (The customer thought this was a wise thing to do in view of the
fact that Mother’s Day was just a week away.) One problem immedi-
ately surfaced—the price on the Web site was $429.00. Another prob-
lem was that no 800 number was listed anywhere. Still wanting to
purchase the watch, the customer located the designer’s 800 number
through information and asked to speak to customer service. The cus-
tomer service representative stated that she didn’t have access to the
Web site because it was operated by someone else, and that she also
did not have a computer terminal on which to access outside sites.
The representative was well trained and told the customer that she
would research both the magazine and Web sites and call back. The
next day, she called back and said that she located the watch and
could Federal Express it in time for Mother’s Day. When the cus-
tomer asked about the price, the service representative said it was
$429.00. The customer stated that the magazine listed it for $295.00.
The service representative then had the customer talk to a supervisor
who stated: “Someone in merchandising or new products must have
given the wrong price to the magazine. It’s not our fault and the price
is $429.00.” The customer still purchased the watch and it was deliv-
ered as promised.

The customer then wrote to the president of the watch company
and enclosed the magazine page and a printout of the Web site page.
The letter outlined the customer’s experience and also pointed out
that the Web site and the magazine showed the identical watch at two
very different prices. The customer also pointed out the fact that he
was a loyal customer who had purchased numerous products over the
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years. Neither the president nor anyone from the organization ever
responded. The customer (after six weeks) decided to call the com-
pany and was told that the customer service manager in the public re-
lations area handled complaints. The call was transferred and the
spokesperson stated: “We have had quite a few calls on that, and un-
fortunately it is the magazine’s fault” (did she really expect the cus-
tomer to believe that the national women’s magazine ran a photo and
price on their new watch without anyone from the company being in-
volved?). The lesson here is multifold and simple. Be sure what you
advertise on your Web site is the same price as in print. Be sure that
your sales personnel and customer service personnel can readily ac-
cess the same information as the customer. Finally, respond appropri-
ately or lose a customer for life—as this company did.

Key Terms

currency translation
electronic marketing
e-mail
Internet
links
logo
Web site
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Chapter 10

PackagingPackaging

In this chapter, packaging will be discussed from both a “products”
perspective and “services” perspective. Products and services have
both common aspects and differentiating factors. Packaging, be it for
products or services, should be deployed as a marketing weapon
within the context of your overall marketing strategy/plan. The pack-
aging of your product or service should be consistent with your image
and desired positioning. A number of valid definitions of packaging
exist depending upon the industry sector and/or marketing applica-
tion. For example, a traditional definition with universal and generic
application might read: “packaging is the inside and outside environ-
ment that houses the product/service (look) and helps communicate
the company’s attributes and image.”1 An example would be a variety
of products such as software, small appliances, etc. Another defini-
tion would state that packaging is the combination of two or more
products or services offered to consumers for one price. An example
would be a bundle of computer equipment, i.e., computer, printer,
etc., or in the services sector, a travel package (i.e., airfare, hotel,
rental car, etc.). Both definitions provide valid examples of packag-
ing as a marketing weapon. Today, more than ever, consumers are
buying packages of all types because packaging meets their needs
and makes products/services more attractive. Multiple-item pack-
ages simplify the purchase (thus adding value through reducing time)
and often save on a total price versus the cost of individual items. In
addition, the marketer benefits by co-oping resources such as adver-
tising dollars, etc. Although packaging employs many aspects of
marketing such as advertising (creative design), promotions, pricing
techniques, merchandising, etc., it is truly a marketing weapon in its
own right.

The following lists some of the many potential benefits of packag-
ing.
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BENEFITS OF PACKAGING

• Awareness creation
• Attribute communications
• Positioning clarification
• Incremental sales
• Generation of trial
• Problem resolution
• Image enhancement
• Consumer convenience
• Increases product/service attractiveness
• Economics of scale
• Cooperative advertising
• Facilitate new product introduction
• New channels of distribution

One major benefit of packaging is that it provides some entirely
new channels of distribution and methods to reach target markets.
Packaging may also enhance image and positioning if you pair your
product or service with another of even higher reputation awareness,
and/or greater marketing capability. Just think what it would mean to
sales if a Walmart became your packaging and distribution partner.

Packages of multiple products or services may be sold directly to
consumers, retailers, wholesalers, distributors, etc. In selecting pack-
age partners, focus on the impact of the partners’ (products, services,
brands) overall image and reputation on your product/service/brand.
Will it enhance your image or damage your reputation?

A package should convey a number of basics with respect to mar-
keting. In packaging a single product, seek to create a package that:
(1) attracts attention; (2) provides an exceptional visual appeal; (3) pro-
vides for the ease of dispensing and/or displaying the product; (4) allows
for multiple location/placement; and (5) provides easy access. If you
wish to really succeed, design or create a package that is unique
and/or distinguishes your product/brand from all others in the cate-
gory. Think of what the unique egg package design concept did for
L’eggs pantyhose or what the golden arches did for McDonald’s—
instant awareness. Remember that awareness translates directly to
sales, especially for new products/services.
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If you are in a new business and just developing a product or ser-
vice offering, consider developing a brand name which helps com-
municate positioning or creates awareness, and/or communicates
(explains) what the product/service is all about, for example, AOL
(America Online), Burger King, Citibank, etc. Choosing this brand
strategy will enhance not only the packaging of your product or ser-
vice, but will help to build awareness levels without spending dollars
to explain what that nice-sounding acronym stands for.

When designing a package for physical products, take into consid-
eration everyone who comes into contact with the package. Think of
consumers who have to visually identify your product/brand, pur-
chase it, carry it home, and possibly store it. Consider the shoppers,
distributors, wholesalers, and retailers who may have to transport and
place your product on shelves, in displays, etc. Take into account all
other products of a category/competitive nature to assure that your
product/brand distinguishes itself (unless you intentionally wish to
“piggyback” on someone else’s look or reputation—be careful le-
gally). Finally, think about the use of your brand (logos, reputation,
positioning, equity, etc.) if you plan to extend it to other products or
services. Ask yourself, will the brand extension help or hurt my exist-
ing product/services?

One final caution on packaging involves the “level of expectation”
concept. Be sure that your package and/or your inclusion in a multi-
product/service package doesn’t overpromise. You may get trial busi-
ness, but likely will have disappointed, nonreturning customers. You
would be better off to seek trial through the use of a premium or other
value-added offer or merchandising technique.

The following is a checklist of questions you should address with
respect to packaging.

Packaging Checklist

___ What benefits will my business/product/service derive from
packaging?

___ Does my product/brand package convey my desired im-
age/positioning in the marketplace?

___ Will my awareness levels and sales benefit from inclusion
in a multiproduct/service package?
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___ If in a multiproduct/service package, is the image/reputa-
tion of my partner(s) equal to or better than mine?

___ Will I have enough control over my portion of the package?
___ Is there any negative aspect for my customers or intermedi-

aries (agents/distributors, etc.) from my participation in a
package offering?

___ Does my physical product/brand package create aware-
ness, illicit response/action, and communicate attributes?

___ What incremental market segments will be targeted by the
multiproduct/service package I participate in? Is there any
risk of confusing my customer base?

CASE EXAMPLE 1: BEING DIFFERENT

Sometimes, a unique packaging concept can catapult awareness
levels. Take the case of Apple Computer in the late 1990s. At that
time, most computers came in one shape (a box), and in one of two
colors, white (or some slight variation thereof) or black. When Apple
decided to reintroduce its new iMac it also decided to be different.
Apple recognized that consumers had become décor conscious both
at home and in the office. They also recognized that not all homes or
offices were black and white. Apple also understood that their poten-
tial customers were those either devoted to the original Macintosh
computers and/or those who were antitraditional or what might be
termed forerunners—ahead of the trend. For its new iMac, they cre-
ated the nonbox, unique, curved shape computer in an array of bright
colors. Not discounting the technical merits of the machine, Apple
succeeded in standing out from the crowd and gained a whole new
level of awareness. Apple made a fashion statement and succeeded
by being different.

CASE EXAMPLE 2: RIDING A WAVE
AND RIGHT NAME/RIGHT COLOR

For many years, one of the most successful new product launches
was Lean Cuisine. Stouffer’s rode the major market wave toward
healthy foods and the trend toward quick preparation (convenience)
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and launched a real winner. Sales soared as Lean Cuisine not only hit
the market on target, but also tasted great and had virtually no major
competition. The trend toward lower calories, less fat, and healthy
foods continued to grow with both the numerous warnings from vari-
ous government studies and research from the medical community on
the problem of being overweight. Combined with the growth in two-
breadwinner households and singles on the move (both segments
with less time), a continuation of a macro trend emerged. Whenever
this occurs, look out for new competition.

The right name and right colored packaging example came in the
form of the Healthy Choice brand in its very “healthy looking” green
box. The new brand immediately took off and began to get its fair
share of the market. The name Healthy Choice and its packaging also
proved successful for brand extensions to other food products such as
Healthy Choice deli meats, ice cream products, other frozen food prod-
ucts, etc.

Key Terms

brand name
bundle
packaging
piggyback
visual appeal
visual identity
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Chapter 11

BrandingBranding

Branding is a key marketing weapon because it is the visible com-
municator of your positioning strategy. Marketing’s role is to both lead
the creative process and be the “keeper” of the brand (oversee its us-
age). Branding is complex and involves all elements in the marketing
mix.

BRAND STRATEGY

Multiple components are involved in brand strategy. These include
but are not limited to brand awareness; perceived quality; brand asso-
ciations; other proprietary brand assets; measurements; selecting,
creating, and maintaining associations; the name, symbol, and slo-
gan; brand extensions; and the concept of revitalizing the brand.1 It is
important to understand each of these concepts because each plays a
major role in an overall brand strategy (see Exhibit 11.1).

Before embarking on developing a brand or branding plan, it is es-
sential to understand the components of brand strategy.
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Brand Equity

Brand equity is the net result of all of the positives and negatives
linked to the brand, its name and symbols that add value to, or sub-
tract value from, a product or service. These include brand loyalty,
name awareness, perceived quality, and associations.

The short-term performance of a brand carries a considerable
amount of pressure. These include the dictum that shareholder wealth
is a primary goal of business, and the reality that stock prices are re-
sponsive to short-term performance measures. Short-term activities
(such as price promotions) can show dramatic results, while brand-
building activities (such as image advertising) may have little imme-
diate impact. The challenge is to better understand the links between
brand assets and future performance, so that brand-building activities
can be justified.

Estimating the value of a brand can help to show that the underly-
ing assets do have worth. The assessment of the value of brand equity
can be based on the price premium that the name supports, the impact
of the name on customer preference, the replacement cost of the
brand, and the stock value minus the value of other assets. The most
persuasive measure, however, may be a multiplier of the earning
power of the brand. The multiplier would be based upon an analysis
of the earning power of the brand assets.2

Brand Loyalty

The core of brand equity is the loyalty of its customer base—the
degree to which customers are satisfied, like the brand, and are com-
mitted. A loyal set of customers can have substantial value, which is
often underestimated. They can reduce marketing costs, since a cus-
tomer is much less costly to keep than to gain or regain, and provides
leverage over others in the distribution channel. Customers can create
brand awareness and generate reassurance to new customers. Loyal
customers will also give a firm time to respond to competitive ad-
vances.

Brand Awareness

Don’t underestimate the power of brand awareness recognition, re-
call (your brand is recalled as being in a product class), and top-of-
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mind recall (the first recalled). People like the recognizable. Fur-
thermore, recognition is a cue for presence, substance, and perma-
nence. Recall can be a necessary condition to being considered, and
can have a subtle influence on purchase decisions as well. It also pro-
vides the anchor to which other associations are linked.

Building awareness is much easier over a longer time period be-
cause learning works better with repetition and reinforcement. In
fact, brands with the highest recall are generally older brands. Event
sponsorship, publicity, symbol exposure, and the use of brand exten-
sions can all improve awareness. However, developing recall requires
a link between the brand and the product class. Name exposure alone
will not necessarily create that link.

Perceived Quality

Perceived quality pays off. According to recent studies using data
from thousands of businesses in the profit impact of market strategy
(PIMS) database, perceived quality improves prices, market share,
and ROI. In addition, it has been the top-named competitive advan-
tage in a survey of managers of business units. It provides a reason to
buy, a point of differentiation, a price premium option, channel inter-
est, and a basis for brand extensions.

The keys to obtaining high perceived quality are delivering high
quality, identifying those quality dimensions that are important, un-
derstanding what signals quality to the buyer, and communicating the
quality message in a credible manner. Price becomes a quality cue,
especially when a product is difficult to evaluate objectively or when
status is involved. Other quality cues include the appearance of ser-
vice people, public spaces, and other first visible impression areas.

Brand Associations

A brand association is anything mentally linked to the brand. The
brand position is based upon associations and how they differ from
competition. An association can affect the processing and recall of
information, provide a point of differentiation, provide a reason to
buy, create positive attitudes and feelings, and serve as the basis of
extensions.
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Positioning on the basis of an association with a key tangible prod-
uct attribute is effective when the attribute can drive purchase deci-
sions, but often it can also result in a specification shouting match.
The use of intangible attributes such as overall quality, technological
leadership, or health and vitality can sometimes be more enduring.
The association with a customer benefit is another option. One study
showed that the combination of a rational benefit and an emotional
benefit was superior to a rational benefit alone.

Relative price position is often central to a brand. Is the brand to be
premium, regular, or economy—and, further, is it to be at the top or
bottom of the selected category? Among the other association types
to consider are use applications, product users, celebrities, lifestyles and
personalities, product class, competitors, and country or geographic
area.

THE MEASUREMENT OF BRAND ASSOCIATIONS

Insights about what a brand means to people and what motivations
it taps can often be obtained by using indirect methods of eliciting as-
sociations.3 A customer, for example, can be asked to describe a brand
user or use experience, to generate free associations with the brand,
or to indicate how brands differ from one another. Another way to
gain a rich profile of a brand is to ask people to consider the brand as a
person (or animal, activity, magazine, etc.), and probe as to what type
the brand would be.

A companion method would usually involve a representative
sample of a customer segment which would scale the brand and its
competitors with respect to such positioning dimensions as product
attributes, customer benefits, user characteristics, use situations, or
competitors. The result is a perceptual map that graphically identifies
the important perceptual dimensions and shows the position of the
brand for the customer sample.

Selecting, Creating, and Maintaining Associations

A successful brand position will usually follow three tenets: (1) Don’t
try to be something you are not. (2) Differentiate your brand from
competitors. (3) Provide associations that add value and/or provide a
reason to buy.
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A key to creating associations is to identify and manage signals. A
promotion can signal that nonprice attributes are not important unless
it is structured so that it reinforces the desired image. To deliver an at-
tribute and communicate that it exists may not be enough if the appro-
priate signals are not managed properly. Being consistent over time
and over elements of the marketing program is crucial in maintaining
associations.

Brand Name and Symbols

The name, symbol, and slogan are critical to brand equity and can
be enormous assets because they serve as indicators of the brand and
thus are central to brand recognition and brand associations.

A name should be selected by a systematic process involving the
relation of a host of alternatives based upon desired associations and
metaphors. The name should be easy to recall, suggest the product
class, support a symbol or logo, suggest desired brand associations,
not suggest undesirable associations, and be legally protectable. There
usually are trade-offs to be made. For example, a name that suggests a
product class might be strategically limiting when brand extensions
are considered. A symbol can create associations and feelings. Sym-
bols such as IBM or SONY that are based upon the name will have an
edge in creating brand recognition. A symbol that includes the prod-
uct class will help in brand recall when the link to the product class
needs to be strong. A slogan can be tailored to a positioning strategy,
and is far less limited than a name and symbol in the role it can play.
A slogan can provide additional associations, or focus existing ones.

Brand Extensions

One way to exploit brand equity is to extend the name to different
products. An extension will have the best chance when the brand’s as-
sociations and/or perceived quality can provide a point of differentia-
tion and advantage for the extension. Extensions rarely work when
the brand name has nothing to offer beyond brand awareness.

An extension should fit the brand. There should be some link be-
tween the brand and the extension. The fit could be based upon a vari-
ety of linking elements, such as common-use contexts, functional
benefits, links to prestige, user types, or symbols. Any incongruity
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could cause damage and result in the failure of desired transfer asso-
ciations. In addition, there should not be any meaningful negative as-
sociation created by the brand name. An extension could damage the
core brand by weakening either its associations or its perceived qual-
ity. Probably the biggest risk of an extension is that the potential of a
new brand name with unique associations may be lost.

Revitalizing Brands

One option for a brand which is old and tired is to pursue one of the
seven routes to brand revitalization. First, attempt to increase usage
by existing customers through reminder advertising or extending the
distribution channels. This is both relatively easy and unlikely to pre-
cipitate competitive reaction. Second, find a new product use, which
can be feasibly stimulated by the brand. A third way is to find new
markets or to attack a neglected market. A fourth revitalization route
is to reposition by changing associations or adding new associations.
A fifth route is to augment the product or service by providing fea-
tures or services that are not expected. A sixth route is to eliminate
existing products with new-generation technologies. The seventh
route is the extension option.

Revitalization is not always possible or economically justifiable,
especially for a brand that lacks a strong position, is facing a declin-
ing market and is dominated by competitors, is not central to the
long-range thrust of the firm, and lacks a revitalization strategy. One
option is to divest or liquidate. Another option, “milking the brand,”
would be preferred when there is an enduring niche that remains loyal
to the brand, the decline is orderly (with relatively stable prices), and
the milking option seems feasible.

In a growing number of contexts, the brand name and what it
means have, for many firms, combined to become the pivotal sustain-
able competitive advantage. Names have become pivotal because other
bases of competition (such as product attributes) usually are rela-
tively easy to match or exceed. Furthermore, customers often lack the
ability or motivation to analyze the brand-choice decision at a suffi-
cient depth to allow specifications to win the day.

Brand equity does not just happen. Its creation, maintenance, and
protection need to be actively managed. It involves strategic as well
as tactical programs and policies.
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The components of a brand strategy need to be orchestrated so that
all the parts work together to achieve the synergy required to market a
brand. Planning requires that every detail, from the name, logo, and
graphics treatment to the detailed marketing plan, be addressed. Be-
fore selecting a name, logo, etc., it is important to start with the “posi-
tioning objective” and then develop related strategies and tactics. In
the case of launching a new brand, the “perceived quality” factor be-
comes a driving force. When creating an entirely new brand, clear po-
sitioning within the product category and in relationship to competi-
tive products becomes a preeminent factor. Therefore, how the brand
is portrayed—the actual name and look of the new brand—should
take a preeminent position in the strategy. Equally important is the
front-end planning. A plan needs to be in place to immediately estab-
lish a perceived brand equity. Positioning the new brand through its
visual messages will create the perception.

In summary, the steps in implementing a brand strategy begin with
the positioning objective and are followed by “linking” or creating
the visual images that support that objective. These include name,
logo, graphic treatment, and creative approach. Following these asso-
ciations, is the next step, implementing a detailed marketing plan
which includes but is not limited to the advertising strategy (creative
and media plans); a promotional strategy (introductory promotion
and retention promotion); the public relations plan (consumer and
trade); the sales strategy for retention of existing business and captur-
ing new business; the sales organizational approach; the direct mail/
database marketing program; the electronic marketing strategy; and
the packaging.

Brand strategy is usually a “build” or phased activity. Phase I is the
declaration or announcement phase; here you state your intention,
positioning objective, and reveal your new look. Phase I is achieved
through public relations and advertising. Phase II is the “work-in-
progress” stage—the kickoff plus actions from the marketing plan
which state “we are off the pad and ascending.” Phase II draws upon
all of the marketing weapons. Phase III begins the proclamation or
statement of achievement—“we’re meeting our goals”—delivering
as promised. This phase is achieved through public relations and ad-
vertising. Phase IV usually employs all marketing weaponry and of-
ten is accompanied with some form of recognition, such as awards,
milestones, etc.
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New Brand

When introducing a new brand, critical steps need to be put in per-
spective with some key factors. First, timing—the brand needs to be
ready to launch. The name, logo, and graphic treatment need to be
service marked or registered. The brand identifiers should be ordered
and ready to be put in place. These include the look/design of the
brand and any collateral materials. Once the visual associations are
ready to go, the brand marketing plan needs to be put into action. This
begins with a communications plan, sometimes referred to as a memo
or “letter number one.”

Second, letter number one should outline the positioning so every
employee in the organization can understand and explain what the
new brand represents—how it is better than the old brand. This com-
muniqué is usually accompanied with highlights from the overall
marketing plan. It states when and where the new advertising will ap-
pear. It talks about the introductory promotions, new look, and all of
the other positive momentum and esprit de corps building blocks.

Third, it is absolutely essential to have the “internal launch” take
place prior to the “external launch.”

Fourth, every business that adopts a new brand should consider a
“new brand grand opening” event which reintroduces the business to
key local contacts and the community.

Fifth, letters to existing customers should be developed and fol-
low-up calls made to convey the new brand positioning. These letters
should seek to excite and entice the customer to return or repeat pur-
chase. An introductory incentive should be included if possible.

Sixth, special familiarization briefings should provide detailed
information to all key intermediaries such as agents, distributors,
wholesalers, retailers, etc.

Seventh, a comprehensive trade media public relations plan should
be in operation at the time of the launch. Interviews with key execu-
tives and spokespersons, as well as trade advertisers delineating the
brand positioning strategy should be ongoing at this juncture.

Eighth, consumer marketing plan steps also need to occur in sync
with the launch. A new 800 number, Internet address, advertise-
ments, promotions, photos, etc., need to be simultaneously lined up
and ready to go. These marketing activities need to be executed with a
grand-opening philosophy and a heavy, up-front expenditure level.
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(Up front, meaning the first six months of the launch.) In essence, the
largest portion of the annual budget should be spent in the months
following the brand launch.

Ninth, every month, for the first three months, recommunicate in
the form of an update—memo #1, then memo #2, and #3, etc.—to
both your internal and external constituencies. Do this again at six
months and at one year out.

Tenth, replace anyone who has not bought into the new brand posi-
tioning or is not communicating it with enthusiasm. This is poison to
a new brand launch with both employees and customers.

In summary, it is critical to be ready with a detailed communica-
tions and marketing plan before the launch. It is essential to have the
“association signals” designed, purchased, and in place at the outset
of the conversion. Finally, make sure that all constituencies have been
clearly and thoroughly briefed. The brand launch should have its own
pert or critical path chart, with key dates and responsibilities clearly
delineated. Regular progress briefings and meetings should also oc-
cur. A sound approach is to select the launch date (after planning) and
then peg all of the critical dates/tasks which lead up to that day. Allow
for delays with sign companies, suppliers, design issues, etc. Be sure
that the “new brand” signs are within the square-foot limitations of
the existing zoning regulations before you order signs, and be sure
that you have taken and completed all legal steps such as registering
your brand, slogans, etc.

The following is a checklist for product branding.

Checklist for Branding

___ Does the name reflect the positioning, product/service at-
tributes or benefits?

___ Is the name appropriate to the product/service category?
___ Is the name globally acceptable (translates well)?
___ Is it simple, easy to remember and recognize?
___ Does it convey emotion or a positive mental image?
___ Is it easy to pronounce and visualize?
___ Does it relate to the product/service personality?
___ Does it lend itself to creative development both visually

and in written copy?
___ Will it work on packages, signage, and reproduce (logo) in

black and white and in small and large size?
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___ Has it been protected legally (search completed also)?
___ Will it require any special treatment when used in color,

print, or broadcast media?
___ How does it compare to your top three competitors?
___ Have you tested the name on your target market, employ-

ees, and other constituencies?
___ Is the introduction/launch plan developed and ready to go?

CASE EXAMPLE 1:
THE CHARACTER OF A BRAND

The case example of the Disney brand and all of its associations
and extensions could be called “from a theme park to a brand bo-
nanza.” Walt Disney created a brand that became synonymous with
America, children, fun, entertainment, and quality product/service all
in one. The proprietary assets of the Disney brand remain almost un-
matched in today’s marketplace. The theme parks, entertainment
business/brand, the Disney stores in malls, and the hundreds of prod-
ucts from watches, toys, clothes, etc., are all linked to the Disney
brand and the Disney characters. When it comes to brand extensions
and brand associations, the Disney brands lead the parade down the
main street of branding.

CASE EXAMPLE 2: NAME COMPATIBILITY

Launching a new product or service is always a challenging mar-
keting task. One great asset to a successful launch is the actual name
of the product or service. The name selected can require little or no
explanation if it clearly describes the product or service. If it doesn’t,
it might require the use of valuable promotional and advertising re-
sources just to explain what the name actually represents. Take the
case of an entirely new service offering that truly picked an on-target
name for its product/service offering—America Online or AOL. When
the Internet revolution began to blossom along came a new Internet
access service provider that wanted to capture the U.S. market (origi-
nal objective). This market and service was new and the potential
customers needed to understand what these new services were all

144 MARKETING YOUR BUSINESS



about. A simple, straightforward brand name was selected, which, in
a most succinct way, stated the market and the service AOL pro-
vided. Its name selection has further preempted others from claiming
the unique “America” and online positioning. Its name is instantly re-
membered along with what it stands for in terms of what the brand is
all about. Furthermore, the name selection has lent itself both to sim-
ple logo development and identification by initials, “AOL.”

Key Terms

brand
brand assets
brand associations
brand awareness
brand equity
brand extensions
brand loyalty
branding
perceived quality
PIMS
product attributes
slogan
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Chapter 12

PricingPricing

Pricing is the ultimate generator of revenues and profit. Although
pricing strategies are somewhat different for products than services,
be it price or rates or fares, the strategic marketing objective remains
the same—maximize sales/revenue. In its simplest definition, pricing
is the monetary value of a product or service. Pricing is directly re-
flective of your image, positioning statement, and perceived brand
value. Many issues affect price. Certainly the cost of providing the
product or service, competition, stage of the product life cycle, and
market demand play major roles in determining a pricing strategy. In
addition, the product type, seasonality, uniqueness of the product/
service, trial or introductory offers, and new product/service im-
provements may influence pricing. With respect to demand, some
products/services are referred to as either inelastic or elastic. A price-
inelastic product or service is one for which demand will remain rel-
atively the same when the price is raised or lowered. Many top-end
luxury products/services fall under this category, e.g., Rolex watches,
Mercedes-Benz autos, etc. Likewise, certain necessities such as wa-
ter, needed medical supplies, etc., could be considered more inelastic
than elastic. On the other hand, a price-elastic product or service is
one for which the demand will increase or decrease in relationship to
an increase or decrease in price. An example would be an increase in
airfares, new housing, and related interest rates, etc. At the outset of
determining your pricing strategies, you should view your prod-
uct/service/brand category to determine its relative price elasticity.

Selecting a pricing strategy may involve many options. For exam-
ple, you may wish to look at pricing on a geographic basis, or with re-
spect to timing (e.g., where in the demand cycle or purchasing cycle
are you launching your product). You may desire a lower, higher, or
parity pricing strategy. You may view pricing differently in an excess
capacity (supply) situation. This is sometimes referred to as a “short-
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run” pricing situation. In this instance, you would set your price to
cover your variable costs and to make some contribution to fixed
costs, overhead, etc. Your objective would be to recover some costs
while reducing your excess supply. A “long-run” pricing strategy is
generally viewed as pricing that covers all costs (fixed and variable)
and results in a profit.1 Most businesses desire the latter scenario. To
determine how to price to break even or to generate a profit, a simple
analysis called a “break-even calculation” can be done. To perform
a break-even analysis (see Exhibit 12.1), you must first determine
your fixed costs. Fixed costs are costs that do not change with fluctu-
ating sales or promotions. These include costs such as rent, mortgage,
lease, etc. Variable costs also must be calculated. Variable costs are
costs that vary with the volume of production or sales. Examples
might be utilities, transportation costs, labor, etc. To conduct a break-
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even analysis, you will also have to employ your intuitive judgment.
As indicated, establishing the most effective price to charge for your
product or service is based on many factors. The local market and
competition will, in all likelihood, prove to be dominant factors in
influencing a pricing decision. However, the local market conditions
and your need to break even need not overly restrict your judgment or
creativity in establishing a pricing strategy. Frequently, the most im-
portant factors in selecting the optimum rate or pricing strategy will
come from your own intuitive judgment about what will work best
for the product or service in view of the local market and competition.

Once the market has been analyzed and the competition profiled, a
break-even analysis will assist in selecting the optimum pricing strat-
egy. A break-even analysis looks at the relationship between total
sales and total expenses for a product/service offering. Often de-
picted on a simple graph, the analysis demonstrates the effects of
changing the levels of total sales in terms of dollars or volumes. The
vertical (Y) axis represents revenue. The horizontal (X) axis repre-
sents volume in units sold, which can be expressed in whatever termi-
nology is best for your business.2

In this analysis, total costs at the various levels of volume are plotted
with a straight line that crosses the Y-axis at the level of fixed costs. In
the simplest terms, total costs are a combination of fixed costs (costs
that are incurred whether sales occur or not) and variable costs (costs that
are incurred only when sales are made). Therefore, at zero sales, total
costs equal fixed costs ($18,000 in Exhibit 12.1), at any level of sales
beyond zero, total costs equal fixed costs plus the number of units
sold times the variable cost per unit. Total revenue is also entered as a
straight line starting at zero on both axes (revenue is only received as
sales are made; that is, zero units sold means zero revenue). The point
at which these lines cross represents the break-even point, or the
point at which sales are adequate to cover costs. Any point above the
total cost line represents profits; any point below the total cost line
represents losses. In the sample chart shown in Exhibit 12.1, the
break-even point can be stated either in dollar volume ($24,000) or in
unit volume (2,400 units).

The break-even analysis formula is as follows:

PX = FC + VC(X)
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Where:

P = Price
VC = Variable Cost
FC = Fixed Costs
X = Volume of units produced at break-even point (the num-

ber of units that must be sold)

Break-even charts are useful tools, although they are not always
precise. Two mathematical equations can also be used to calculate the
break-even points for units or sales.

The break-even point in units is determined by first subtracting the
variable cost per unit from the selling price per unit. The result is then
divided into the total fixed costs:

Break-even point in units = Total fixed costs
Selling price per unit–variable cost per unit

To determine the break-even point in sales, multiply the break-
even point in units by the selling price:

Break-even point in sales = Break-even point in units × selling price

With the basic break-even chart and the unit and sales equations,
you can use the flexible break-even analysis to establish profit objec-
tives and the required sales revenue to meet these objectives.

As indicated at the outset of this chapter, pricing strategies are in-
fluenced by many factors. First, the rationale behind selecting a low
price strategy will be examined. Following are some reasons for se-
lecting a low price strategy:

• To increase trial
• To preempt competition
• To expand market share
• To remain competitive
• To prevent competitive entry
• To introduce a new or improved product or service
• To increase demand and reduce inventory
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Selecting a high price strategy may be an option for your prod-
uct/service or brand. Following are some reasons to opt for a high
price strategy:

• To substantiate a quality image/positioning (#1 box on the mar-
keting strategy grid)

• A need for fast recovery of investment
• The product/service is inelastic
• The product/service has a short life span
• The market demand is rapidly increasing
• The product/service is unique or difficult to copy or reproduce
• Profits are the focal point rather than sales
• Dollars need to be accumulated for R & D costs

There are also many reasons one might select a parity pricing strat-
egy for the product/service or brand:

• Better product/service or superior attributes compared to com-
petition

• Better service and reputation
• Stronger guarantees/warranties
• Distribution advantage
• Newest design (look)

PRICING TECHNIQUES

In most businesses pricing can be used to maximize revenue and
profit. Although not every one of these techniques may apply to your
business (products/services), hopefully they will stimulate your pric-
ing strategy thought process.

Technique 1: Offering a Price Range

A price range technique is most applicable for the service sector. It
allows you to both “sell up” and “sell down.” When demand forecasts
are moving up, move up the price range. When demand forecasts are
weak, move down the price range and take market share. Price ranges
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provide customers and prospective customers the opportunity to de-
cide if they want additional services or fewer services. Price ranges
also allow for discounting off the high end of the range.

Technique 2: Selling Up

Many customers and prospects are driven by different motivations.
Some factors that support selling up include the size of the “ego,” de-
sire, prestige, uniqueness of the product/service, value-added offers,
personalization, and customization.

Technique 3: Selling Down

Many customers and prospects are price/value seekers—always
looking for the best deal or lowest price. Selling down allows you to
meet price or rate resistance with a counter offer.

Technique 4: Value Added

Value added is simply including more for the same price. You may
add 30 percent more product, provide an extra service, or include a
premium or other value-added incentive to get your price.

Technique 5: Pay Later

“Pay later” is a concept that addresses the customers’ or prospects’
resistance to the price based on the rationale of not having sufficient
funds for the product/service. Pay later pricing usually incorporates
an interest or cost-of-cash amount factor in the stated price.

Technique 6: Up Front

Up-front pricing is a technique used to provide a perceived dis-
count for an advance purchase. It is, in essence, a discount concept
for paying at the time of order versus at delivery or usage.
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Technique 7: Inflation Rate Plus Pricing

The inflation rate plus technique is more or less a simple rule of
thumb—increase your prices at a minimum at the rate of inflation.
This allows you to stay even. The “plus” factor simply means that you
forecast how the inflation rate is impacting your costs and add some
incremental price increase (cost plus) to ensure that your product/ser-
vice profit margins remain intact.

Technique 8: Segmentation Pricing

Segmentation pricing is a technique that subdivides your market
(be it geographically, psychographically, by competitive pressure,
distributorships, etc.) and establishes different pricing for different
segments.3

There are many other creative ways to price your product/service.
The strategies may vary, but the objective is the same—sell all units/
move all products and maximize yield/revenue (see pricing checklist).

Pricing Checklist

___ Is my pricing strategy appropriate for my positioning/
image?

___ Does my product/service/brand deserve a premium price?
___ Should my prices be adjusted based on the demand forecast?
___ Should my prices be different based on my segmentation

analysis?
___ How will I communicate pricing strategy to employees,

customers, and intermediaries?
___ If I raise prices, will competition follow?
___ If I lower prices, will competition follow or undercut my

price?
___ Will adding an incentive, value, or other incremental item/

service allow me to retain price and build volume?
___ How elastic is my product or service?
___ Is there some way to differentiate my product/service and

increase my prices?
___ Can I employ any of the right techniques to maximize reve-

nue?
___ Will upcoming promotions affect my pricing strategies (my

own and the competition’s)?
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CASE EXAMPLE 1:
WINNING WITH THE SAME PRICE

In some instances, the same price may be charged for an item/
product or service but one provider may receive more business due to
a competitive advantage. This advantage may be as straightforward
as having a better product, or a combination of reasons. In this case
example, we will look at a retailer who won with parity pricing (and
sometimes even with a higher price) for many years as a result of a
number of reasons.

In this case example, Sears, and specifically its appliance and hard-
ware areas, will be examined. Sears has successfully defended its turf
against the onslaught of appliance discounters, warehouse store con-
cepts, etc. Some of the reasons for this involve Sears’ success with
parity pricing. First, Sears has an excellent reputation as a service
provider after the sale. Customers know that if they buy a Sears brand
or another brand at a Sears store, they will know who to call if a prob-
lem arises. This is not always the case with the competition. Second,
Sears has a distribution/location advantage. Sears is just about every-
where. Third, brand recognition and reliability are trademarks of
Sears’ products and it stands behind its products. Sears’ hardware is
of high quality/durability and its store personnel know how to use the
products. The personnel are trained.

Whenever you offer more convenience and more reliable service at
the same price, you are likely to win. If you back up that price parity
with a good reputation and trained point-of-encounter/customer con-
tact employees, you will have even more competitive advantages and
rationale to support your parity pricing.

CASE EXAMPLE 2: PAYING LATER ADDS VALUE
AND MOVES PRODUCT

Often, when inventories are high and/or product models are due to
be replaced, special pricing techniques are employed to “move prod-
uct.” One case example is the reduced pricing for computers at cer-
tain times during the year or during their life cycle. For example, a
Compaq computer and printer (brand may vary) which regularly sell
on a stand-alone basis for $999.00, but fall within the high inventory
category can be priced as low as $499.00.* The * may read as fol-
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lows: “The buyer is obligated to sign up with the Microsoft Network
(MSN) for a time period equal to $400.00 at the time of purchase. A
$100.00 manufacturer’s rebate may be obtained from the printer com-
pany; allow up to 3 months for rebate.”

In this case, the value added is the free printer. The “pay later” as-
pect of this offer is the contracted monthly fees to MSN. The offer
represents a strong motivation to purchase a computer for half its reg-
ular price and receive a printer along with the deal. The mechanics of
rebates and allowances between Compaq, the printer company, MSN,
and retailer are invisible to the buyer.

Key Terms

break-even analysis
demand
elastic
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high price strategy
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Chapter 13

SalesSales

Sales, like a number of other marketing weapons, has undergone
many changes as a result of technology, competition, and customer/
consumer demands. These changes have resulted in more strategy
options, be it for direct sales to the end user of the product or service
or intermediary sales. Technology and consumer trends have had an
impact on personal selling in the retail and service sectors, on distri-
bution systems, and on business-to-business sales. Although some
key principles have remained intact, strategies, in general, have be-
come more customized and the sales environment more competitive
than ever. In this chapter, the focus is on sales strategy, understanding
these changes, and providing tactical tools to both convert prospects
to customers and obtain repeat business.

CHANGING STRATEGY

Overall sales strategies and philosophies have continued to evolve.
In the 1950s, sales strategy first began to focus on customer needs and
wants and on reflecting these in new products/services. Previous to
the 1950s, a “manufacture the product and push it on the consumer”
mentality prevailed. Consultative-style selling emerged in the late
1960s and early 1970s as an approach that emphasized identification
of customer needs through effective communication between the
salesperson and the customer. Strategic selling evolved in the 1980s
and involved the preparation of a carefully conceived plan to accom-
plish sales objectives. In the 1990s, partnership selling (providing
customers with a quality product and a quality, long-term relation-
ship) emerged. In the new millennium, we have entered yet another
era—“customization selling.”1 Today, products and services are tai-
lored or customized to meet buyers’ needs. Moreover, selling is also
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customized. Buyers expect sellers to provide them products and ser-
vices designed to their exact wants and needs. Buyers expect to be
able to purchase with speed, convenience, and at the best price in any
number of ways. More and more, buyers are turning to self service—
in essence, “selling themselves” based on the options offered on Inter-
net sites. Sellers also are going to great lengths to facilitate custom-
ized purchasing.

Evolution of Sales Strategy

1950s—Manufacture it/push it
1960s-1970s—Consultative-style selling
1980s—Strategic selling
1990s—Partnership selling
2000s—Customization selling

The role of the traditional salesperson has evolved to what could be
termed as a “techno-customer” service representative. Sales is cus-
tomer service and customer service is a very important marketing
weapon (more on this subject in Chapter 14). Sales is a direct, face-
to-face or “screen-to-screen” contact marketing weapon. Human and/
or electronic interaction takes place and has impacted both sales strat-
egies and tactics. Interestingly enough, although the change has been
dramatic (with respect to the process), some of the basic keys to suc-
cessful selling are applicable in the new era of customization. The
sales process and the keys to success have direct application in both
face-to-face and screen-to-screen sales strategies. Personal sales and
the sales success triad will be examined (see Exhibit 13.1).

PERSONAL SALES

A great deal of literature has been written on direct or personal
sales—face-to-face sales calls. Some authors expound on the value of
good grooming and a professional appearance, others go into sales
psychology, and still others talk about such subjects as how to use
biorhythms to make a sale. Many of these sales theories have merit
and can help you sell.

However, the basics of successful personal selling can be stated
quite simply. You must have thorough knowledge of your product or
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service, thorough knowledge of your client’s needs, and thorough
knowledge of your sales image—that is, how you come across to cli-
ents. If you know your product or service and know how to identify
your client’s needs, oftentimes you can match your product/service
to the needs of the client and make the sale.

Can it really be that simple? The theory is simple, but it takes care-
ful study and a lot of hard work to put it into practice. Following is a
closer look at three keys to personal sales, or the sales success triad.

Key 1: Thorough Knowledge of Your Product or Service

You don’t possess thorough knowledge of your product or service
until you know your product/service so well that you seldom, if ever,
have to look up a fact or get back to a client. Your Web site should
provide all the answers and a direct phone number to someone in
your organization that has all the answers.

Key 2: Thorough Knowledge of Your Client’s Needs

If you have thorough knowledge of your client’s needs, then
you’ve done your homework—you know the client’s requirements
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before you try to sell him or her your products/services. Learn as
much as you can about your customers and prospects. Access their
Web site (if they have one) and be sure yours is compatible.

Key 3: Thorough Knowledge of Your Sales Image

This is a tough thing to learn, especially if you are not looking
closely at yourself. What image do your sales personnel convey to
clients through dress, speech, mannerisms, and so forth? What im-
ages does your Web site convey? Are these compatible with your im-
age/positioning strategy?

Throughout this chapter, additional steps and tactics for success in
each of these key areas will be examined. Knowledge acquisition
about products/services and knowledge of clients/prospects will be
reviewed first.

KNOWLEDGE ACQUISITION

A salesperson whose product knowledge is complete and accurate
is better able to satisfy customers. This is the most important justifi-
cation for becoming totally familiar with the products you sell. It is
simply not possible to provide maximum assistance to potential cus-
tomers without this information. Additional advantages to be gained
from sales personnel knowing products/services include greater self-
confidence, increased enthusiasm, improved ability to overcome ob-
jections, and development of stronger selling appeals.

A complete understanding of your company by your sales person-
nel will also yield many personal and professional benefits. The most
important benefit, of course, is their ability to serve your customers
most effectively. In many selling situations, customers inquire about
the company’s business practices. They want to know things about
support personnel, product development, credit procedures, warranty
plans, and product service after the sale. When salespeople are able to
provide the necessary company information, they gain respect. They
also close more sales.

Your sales personnel should also know your competition. It pays to
study other companies that sell similar products to determine whether
they have competitive advantages or disadvantages. Salespeople gather
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information from many sources. Company literature and sales training
meetings are also important. Other sources include factory tours, cus-
tomers, competition, publications, actual experience with the product/
service offering, and Internet searches.

In sales presentations, knowledge of product features and your
company’s strengths must be presented in terms of the resulting bene-
fits to the buyer. The information and benefits emphasized will de-
pend on your sales personnel’s assessment of customer needs and
motivation. Exhibit 13.2 recaps potential sources of information.

In addition to these sources for knowledge acquisition, there are
many other sources from which to develop prospects. These include:
computerized databases/lists, friends and acquaintances, referrals,
cold calling, directories, networking, and your competitors who “talk
too much.”

Sales Image

Understanding the relationship of your sales image with respect to
your customers, prospects, and competitors can be vital for sales suc-
cess. What image, positioning, and reputation does your company,
products/services, sales personnel, and Internet site portray? How
does this relate to your customers and prospects? Can you change
anything to better position yourself in line with your customers/pros-
pects? Let’s examine a few areas where you might look to address
this question of changing your sales image.

First, make a list of all points of encounter your customers or pros-
pects have with your business. Include all visual, vocal, and elec-
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tronic points of encounter, e.g., sales personnel, phone operators (800
numbers), Internet sites, etc. Ask yourself if your sales personnel
convey the image desired (dress, appearance, personality, style, etc.),
not just for your business, but to be compatible with your major cli-
ents and prospects. In a business world made up of part formal busi-
ness attire and part casual, this is increasingly important. If you have
to err, do it on the side of being over-formal versus casual. What atti-
tude or message is sent when your phone is answered or your sales
personnel visit a client or prospect? Do they demonstrate a thorough
knowledge of your product/services, competitive products/services?
Are they prepared and sensitive to individual customer needs and nu-
ances? Are they mature and motivated? Can they “read” customers?
Can they sell? Now ask yourself similar questions about your
Internet site. Most important of all, do not hesitate to fix or change
any item or personnel that does not convey the desired image or is not
compatible with your customer base.

Your knowledge acquisition should provide you with enough in-
depth information to develop a customer strategy. Are your custom-
ers’ buying motivations clearly identified? Are they methodically ra-
tional buyers? Do they purchase with a social motive or conscience?
What role does emotion play? Do they prefer deals, bulk purchases,
etc.? What are their payment preferences and delivery expectations?
What role do they expect your business to play after the sale? The
keys to finding the answers to these questions are: (1) analyze his-
toric/past purchasing patterns; (2) listen, listen, listen; and (3) observe
your customers/prospects and their relationships with other suppli-
ers, look closely at their image/positioning and modus operandi.

To be successful salespersons, your employees will need to be not
only knowledgeable about your products/services, your customers/
prospects and competition, and convey the appropriate image, they
will also need to know how to present, ask questions, overcome objec-
tions, and close or get sales. In the next few sections of this chapter,
sales presentations and selling strategies will be reviewed.

Sales Presentations

When the best price doesn’t win, often you will find that it was be-
cause the best sales presentation did win. Winning sales presentations
are the ones that meet customers’ needs and exceed their expecta-
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tions. In general, the overall quality or “slick appearance” of the pre-
sentation does count (except when the customer profile indicates a
bias against such presentations). Six keys to a successful/winning
sales presentation follow.

Key 1: Preplanning

Preplanning is ascertaining what the customer’s needs and expec-
tations are and developing a detailed script. The script should include
identification of type, depth, and flow of the sales presentation. The
script should be a detailed outline and checklist of every item to be
covered, the logical (from the customer’s perspective) order in which
each item is covered, and a listing of anticipated questions and related
answers.

Key 2: Approach

Approach means setting up the presentation appointment through
customer contact. It is important to listen carefully at this juncture for
any additional clues the prospect or client provides. This can alter any
number of items in the script, such as length of time, presentation
flow/format, etc.

Key 3: Presentation

Presentation is the execution of the script. There are a number of
types of presentations, and selecting the appropriate one is a key part
of preplanning. Three of the major types of presentations that may be
deployed are (1) informative, (2) persuasive, and (3) reminder. An in-
formative presentation is designed/scripted to inform customers about
new products, major changes (e.g., improvements) to existing prod-
ucts, or on unique products. Purchase per se will most likely not oc-
cur. Informative presentations should cover all major/new product/
service features, benefits, and detail how the product/service differs
from others. A persuasive presentation is what most people believe
sales presentations are all about. Persuasive presentations are scripted
to produce a sale (close). They are designed to relate to the cus-
tomer/prospect on a customized basis. Focus is on the needs, beliefs,
motivation, and behavior of the customer/prospect. Persuasive pre-
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sentations often involve demonstrations, options to select from or fall
back on, and converting that consumer to a customer or repeat buyer.
A reminder presentation can serve multiple purposes. It can be used
to keep awareness levels up (awareness levels correlate directly with
sales possibility/chance), to reestablish relationships, and to remind
the client about your products and/or services. In addition, reminder
presentations provide an excellent occasion to identify any problems
or new opportunities. Should any of your presentations actually in-
volve product/service trials or demonstrations, be sure to prepare for
this also. Make sure the product works and is timed appropriately.

Key 4: Negotiation

Most clients don’t sign on the dotted line without some discussion.
This interchange is known as negotiation. Buyer resistance and/or a
desire to “get a better deal” is a natural reaction and part of the total
sales process. Anticipation and appropriate response are keys to ne-
gotiation success. Major reasons for resistance include: the presentation/
presenter; not meeting the prospect’s/customer’s needs; the product/
service offering itself; price; time; or external reasons, e.g., the com-
pany’s reputation. Any type of sales resistance should always be met
with a positive/proper attitude and prepared response.

Key 5: Closing

Closing is an art to be learned and mastered. Often, there are differ-
ent points in the presentation/negotiation phases where an astute
salesperson can and should “go for the close.” Rehearse the script and
note the points. More importantly, listen to the customer/prospect for
signals that they are ready for your close. These may be verbal signals
such as: “That sounds good to me” or the more subtle “You’ve given
me a lot of useful information,” etc. Signals may also be nonverbal
and more difficult to recognize such as the lifting of a pen or pencil
from a table. In all likelihood, you will misread a signal, so prepare
several different closes.

Key 6: After the Sale

This aspect involves everything from the “thank you” process (ver-
bal and written) to the follow-up calls, billing, etc. The after-the-sale
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key is the most important with respect to developing repeat business,
referrals, and keeping competition from succeeding. We will look
more closely at the customer services marketing weapon in the next
chapter. Exhibit 13.3 recaps the six keys to successful sales.

One additional method to assure that your after-the-sale step is
well performed (which may possibly lead to additional sales) is to
take notes and/or record comments. Analyzing this information will
lead to product/service improvements, new processes/procedures,
and to repeat/future business. The sales presentation process is some-
times not enough to win the sale, despite best efforts. In the next sec-
tion, we will look at some additional selling insights, strategies, and
tactics to help your business succeed in deployment of the sales
weapon.

SELLING STRATEGIES

Numerous books, theories, and stories abound about sales strate-
gies and techniques. In this section, some overall strategies for your
business will be presented. At the outset, it is important to recognize
that flexibility is important, as no one strategy will work for every
customer or prospect. In fact, in all likelihood, multiple strategies
will have to be employed with the same customer/prospect over time.
Sales strategy selection is dependent upon many different circum-
stances. For example, are you dealing with a “reactive” or “proactive”
sale? A reactive sale is when the buyer initiates the contact. In this
scenario you move almost directly to overcome any objections and
close the sale. If the seller (you or your representatives) initiates the
contact, you are in a proactive sale. In proactive sales, you will use the
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six keys to successful sales previously delineated in this chapter.
Both situations require you to ask “closed” and “open” questions. A
closed question requires the respondent to only answer “yes” and
“no.” A closed question helps the salesperson control the conversa-
tion. An open question requires a more extensive response and is best
used to let the customer talk or develop a dialogue. The ultimate goal
is the same, making a sale or closing.

Making a sale for a new product or service requires a different
strategy and tactics than making a sale for an existing/established
product/service. Sales strategies may also vary based on the “cus-
tomer type” you are dealing with, the type of resistance you meet, and
the nature of the product/service itself. Some overall sales strategies
follow.

• An established product/service selling strategy focuses on the
brand’s attributes, the company’s reputation, the unique features
of product/service, incremental sales, and extraordinary customer
service.

• A new product/service selling strategy focuses on changing
habits, developing interest, creating a new level of expectation,
pointing out new, higher standards/benchmarks, building desire
for the product, and creating a new customer base or market it-
self.

The script is going to be different from preplanning to closing. In
fact, in the case of the new product, you may have to revert to a few
other strategies to get to the close. These include:

• “Testimony” by independent testing facilities, research reports,
and third-party endorsements.

• “Trial offers” in which you provide the product/service on a
complimentary basis or “you only have to pay if you keep/like
it” basis.

• “Piggybacks” in which you include your new product/service
with someone else’s or another of your own.

• “Samples” are one of the oldest methods to get acceptance of a
new product/service offering.
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For established products/services and in dealing with existing cus-
tomers you may find that these strategies help to persuade a customer
who is about to switch. Other strategies to keep existing customers
buying your established products or services include:

• Presale contact reminders, thank you notes, and phone calls.
• Special additional product/service offering on the next pur-

chase.
• Updates on what’s new and improved.
• Trade ups, offering to take back a previous purchase as partial

payment for a new or more expensive product line.
• Free product/services occasionally bestowed upon your existing

customers (including merchandise, and other small, legal, to-
kens of appreciation).

• Upgrades are always appreciated, especially when there is a real
perceived difference in the product or service.

• Surprises. Everyone loves a bonus or surprise, so remember to
provide a few to your established customers.

• Extra care/attention means going beyond expectations such as
being available when you wouldn’t be expected to, e.g., delivery
time.

• “In their favors” are simply bending your policies in favor of the
customer whenever possible. Extending payments, advancing
delivery dates, waiving requirements, etc., are all examples.

• “Conveniences” means accommodating your customer when-
ever and wherever possible. Drop shipping to multiple locations,
splitting orders into multiple packs, and sequencing delivery
times, etc., are a few convenience examples.

• “Special envelopes” are simply incentives or demonstrations of
appreciation provided to your established customers in the form
of an envelope whose contents contain an invitation, special of-
fer to repeat purchase or return to use your service again, special
discount, complimentary next purchase, etc.

• “Almost theirs” involves establishing a strong incentive (e.g.,
free upgrade, cases of product, etc.) if the customer makes just
one more purchase, etc.

Selling strategies must be flexible, preplanned, and creatively de-
signed to address what your research/knowledge acquisition data has
told you will most likely please your established customers or new

Sales 167



prospects. Always keep in mind that there is no profit or income until
a sale is made. Up to that point all you have generated is expense.

Telephone Sales

Many times, a product or service is sold without the opportunity
for a direct, face-to-face sales call. Obtaining business by telephone
is an art in itself. There are a few golden rules to telephone sales that
will help you achieve success. The first three are identical to the three
keys we discussed in the previous section—thorough knowledge of
your product or service, thorough knowledge of your client’s needs,
and thorough knowledge of your sales image.

First, just as in personal sales, you should know your product or
service thoroughly. You don’t want to hesitate or be forced to say,
“I’ll have to get back to you with those dimensions.” Second, know
about your prospect by doing research before you call, not while
you’re talking to him or her. Third, make sure your sales image is pro-
fessional and positive—your sales image can be transmitted and de-
tected over the telephone by your vocal expressions and telephone
manners.2

The fourth key to telephone sales is perhaps the most important of
all: Listen! Listen intently to prospects, and be ready with informa-
tion about options and choices. Give the prospects a clear, accurate,
and prompt response to every question. Phone sales should always in-
clude a recap, item by item, of all the details before reaching the fifth
key. The fifth key to telephone sales is asking for the sale. The sixth
key is to say “thank you.”

Remember, when executing any sales strategy, whether it is per-
sonal, over the phone, or on your Web site, you should preplan, de-
velop the script, and adhere to the keys to sales success.

Interdepartmental Communications

Sales not only depend upon the other marketing weapons (adver-
tising, promotions, databases, pricing, etc.), but also upon all other
functions responsible for getting the product/service offering to the
customer when and as promised. Communications and follow up are
essential with manufacturing, operations, transportation, and with
whatever other functional areas that can potentially jeopardize your
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promises to the customer. Select your external vendors/partners care-
fully. They need to be as reliable and flexible as your internal func-
tional departments if you are to keep your promise(s) to the customer.
Customers do not like variations such as incorrect amount of product
promised being delivered, wrong/delayed delivery dates, services not
available, erroneous billing terms or calculations, dealing with call
answering systems, etc. Communicate and eliminate problems be-
fore they happen. When you do find a problem, identify options/solu-
tions that you believe will be acceptable to the customer prior to call-
ing the customer. But, by all means, call the customer and be honest.

MEASURING AND REWARDING

Measuring

Measuring sales performance can be viewed in numerous ways.
This section will provide many of those options. Choose the method
that has the best applicability for your specific products/services. Be
sure to take into account the type of selling environment. If the entire
market (your market) is declining, be realistic and focus on taking
market share or moving units/volume. Take into account the tenure
(experience/capabilities) of your sales force. Factor in any seasonal-
ity or supply-related issues. Sales objectives, in general, represent the
projected levels of goods (product) and/or services to be sold based
on an accurate estimate of the market (growth trend) and the capacity
of your organization to realize those opportunities. “Capacity” takes
into account all of these factors plus the total marketing expenditures
allocated. Sales objectives should be time-specific (start date/end
date) and expressed in both dollars and units as targets to measure
performance. Profits should also be part of any performance mea-
surement.

Establishing sales objectives or benchmarks against which to as-
sess performance can be accomplished using a variety of quantitative
methods. You can focus on market share trends and set a market share
percentage objective. You can assess your business/company’s over-
all sales growth in comparison to your industry (or sector) sales growth
rate. You can develop a composite or micro model of your closest
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competitors (assuming data will be available) and measure yourself
against the composite growth index. You can assess your perfor-
mance against your own previous performance rates and you can
measure your sales performance against the growth rate of your tar-
get market.

Numerous qualitative factors influence sales performance measure-
ments. These include overall economic conditions (interest rates, growth
rates, etc.); competition (new, number of, strength, etc.); your prod-
uct’s life-cycle stage; the overall mission and personality of your busi-
ness; and your marketing plan expectations/philosophy (e.g., have you
intentionally set much higher than achievable/realistic goals).

In establishing your quantifiable overall sales/revenue objectives
consider using multiple methodologies such as: (1) the outside macro
approach, (2) the inside macro approach, and (3) the expense plus
approach. Reconcile these results into a composite goal and then
make adjustments based on your judgment and the influence of the
qualitative factors previously discussed.3

• Outside Macro Approach—The outside macro approach in-
volves establishing a quantifiable target for your sales percent-
age increase based on the trend in total market or category sales
for the next three years. In essence, you are comparing the mar-
ket growth trend for your product(s)/service(s) with your com-
pany product(s) service(s) projection (share).

• Inside Macro Approach—The inside macro approach method
involves using your own sales history and projecting a three-
year trend line using your judgment to exclude abnormal devia-
tion from the history or factoring in any major known event
(products/acquisitions, etc.) for future years.

• Expense Plus Approach—The expense plus approach involves
estimating the sales levels required to cover expenses and make
a projected profit (growth rates or increased expenditures need
to be taken into account).

Each of these approaches will likely result in different sales objec-
tives/percentage increases. Reconcile the differences by factoring in
your qualitative factors/judgment to arrive at your overall sales objec-
tive to be measured against for performance purposes.
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Sales data broadly include total sales; sales by product/brand or
department; market share (your product’s sales as a percent of the to-
tal market or categories sales); unit for unit (outlets, stores, proper-
ties, etc.) sales; seasonality of sales; geography of sales; target market
segment sales; locations sales; product/service type sales; and sales
by employee (usually sales force individuals). With respect to the lat-
ter, some industries or product/service categories maintain average
ratios of sales ($/units) per employee (expenses). For example, in one
product/service category the average ratio of sales per sales rep is fif-
teen times their cost (sales employee expense on average), while in
another industry sector it could be thirty-five or ten. The sales per em-
ployee average is simply a guideline to help you establish a minimum
threshold for your sales personnel to achieve. Measurements in gen-
eral are utilized to measure efficiency (performance) and to form one
basis for determining rewards (bonuses, raises, etc.). Other measure-
ments include number of sales calls per dollar spent; percentage of
market coverage per dollar spent; number of inquiries/leads per dol-
lar spent; number, size, or value of orders per sales call; number of
new customers per dollar spent; and average sales revenue per dollar
of selling or distribution expense.4 Finally, sales objectives for mea-
surement purposes can be split between new versus established prod-
ucts/services and also by new versus established sales personnel.

Rewarding Performance

There are many different ways to reward sales personnel for achiev-
ing and exceeding their sales performance measurements/objectives.
These broadly include, but are not limited to, basic compensation
plans, incentives (tangibles and intangibles), and career advancement.
Compensation plans usually involve direct monetary payments in the
form of a salary and commissions. The mix of the two varies widely
and in some cases, compensation may be purely salary or purely com-
missions. Many compensation plans also take into account customer
satisfaction measures and overall company profit levels (thresholds).
The major compensation plans usually utilized to reward sales perfor-
mance from a monetary perspective are as follows.
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• Fixed salary plus bonus. Salespeople functioning under this
compensation plan tend to be more company centered and to
have a fairly high degree of financial security if their salary is
competitive. The bonus incentives help motivate people under
this plan.

• Straight salary. Salespeople who work under this compensation
plan are usually more company centered and have financial se-
curity.

• Straight commission plan. Under this plan, the only direct mon-
etary compensation comes from sales. No sales, no income.
Salespeople under this plan are very conscious of their sales.
Lack of job security can be a strong inducement to produce re-
sults. However, these people may also concentrate more on im-
mediate sales than on long-term customer development.

• Commission plan with a draw provision or guaranteed salary.
This plan has about the same impact on salespeople as the
straight commission plan. However, it gives them more finan-
cial security.

• Commission with a draw or guaranteed salary plus a bonus.
This plan offers more direct financial security than the first two
plans. Therefore, salespeople may adhere more to the com-
pany’s objectives. The bonus may be based on sales or profits.

In addition to these more or less standard reward programs, some
businesses use their own variations. Some modify a plan with re-
wards for new accounts, incremental commissions for certain items
or time frames, etc.

Sales incentives include both intangibles and tangibles. Recogni-
tion programs are examples of an intangible (incentive or reward,
salesperson of the year, new accounts leader, certificates of apprecia-
tion, etc.). Incentive rewards may take on a more tangible appearance
such as automobiles (e.g., Mary Kay Cosmetics), merchandise, stock,
travel, etc. Many times, incentive rewards are used to increase imme-
diate and short-term performance, for instance, a one-month sales
contest or a contest associated with a ninety-day new product launch.
In the services sector, mystery shopper programs can include “in-
stant” rewards for exceptional customer-related performance. In the
next section, we will look more closely at customer service as a mar-
keting weapon.
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Sales Checklist

___ Is your overall sales strategy supported and interconnected
to the other marketing weapons, e.g., advertising, promo-
tions, etc.?

___ Have you developed specific sales objectives for repeat
business?

___ Is your sales effort geared to the findings of your knowl-
edge acquisition about your target market customers and
prospects?

___ Is your sales force knowledgeable of your products/service
offerings and trained to demonstrate the products?

___ Is the image conveyed by your sales personnel in line with
and supportive of your overall business image and prod-
uct/service positioning?

___ Are research and knowledge acquisition methodologies in
place to provide your sales force thorough knowledge of
your clients’ needs and trends in the marketplace?

___ Is your sales force up to date on all competitive prod-
uct/service offerings?

___ Do your Web site, phone response system (800#), and
graphic presentations reflect the company image and posi-
tioning desired?

___ Are you developing individual (major) customer sales strat-
egies?

___ Are your sales presentations scripted, rehearsed, and ad-
hering to the six keys to successful sales?

___ Have your sales personnel received training in negotiations
and technical support?

___ Do you have an after-the-sale plan/strategy in place?
___ Are your sales presentations and techniques appropriate

for your new product introductions?
___ Have you developed a resource book of product/service

testimonials for your sales force?
___ Is your sales force equipped to use “objection overcomers”

and are they empowered to use them?
___ Are your telephone representatives scripted, trained to an-

swer customer inquiries, and representative of your de-
sired image/positioning?
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___ Do you have an effective interdepartmental/intrafunctional
written communications plan in place?

___ Are your sales personnel immediately notified of any prod-
uct/service delivery changes or problems?

___ Do you have quantified and qualified sales objectives and
measurements established that are appropriate and fair for
your sales force?

___ Are your reward systems competitive, fair, fairly adminis-
tered, and challenging but realistically achievable?

CASE EXAMPLE 1: THE TALE OF THE TWO INNS

Selling success is directly related to how well your personnel are
trained to sell and how much they know about your products/ser-
vices. In the case example that follows, we will see how two ocean-
front New England inns handled the selling process.

The Inn at Ocean’s Edge received a call from a potential customer
who seemed hesitant about rates. The customer first asked the propri-
etor if rooms were available during a weeklong period in the busy
season. The proprietor told the customer that there were still a few
rooms available that week. The customer inquired about the rate.
Sensing potential price resistance, the proprietor responded: “Have
you stayed with us before?” The potential customer said no, he was
not familiar with the inn and again asked, “What’s the rate?” The pro-
prietor then said, “Well, let me tell you a few things you should know
prior to making a decision about staying at the Inn.” What followed
was an extremely informative and enthusiastic description of the
oceanfront setting, designer rooms complete with whirlpool tubs, a
fireplace, and a description of made-to-order breakfasts. The propri-
etor concluded by stating that the Inn was unique in the area because
of its “4 Diamonds” rating by the American Automobile Association,
and that he did expect all available rooms for that week to be gone
once some of his previous guests called later in the month. The poten-
tial customer reserved a room and provided the appropriate deposit.

In this case, the proprietor knew how to sense resistance, knew he
had to justify his rates, possessed the detailed knowledge of the prod-
uct/service, and knew how to move the potential customer to action
(close).
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In another example, the potential customer called the Inn by the
Sea in the same state with similar travel dates. The personnel at this
inn used the top-down selling technique. First, they stated that they
had a very nice suite/cottage available. The rate was just too high for
the potential customer who didn’t need a multibedroom cottage for
two people. Sensing the response, the inn’s personnel immediately
dropped the rate to half for another room that they noticed “just be-
came available.” Now, the potential customer had previously stayed
at this inn on a number of occasions (no one asked the question) and
was aware of the fact that a few rooms were less than desirable in
terms of location. When the customer asked, “Where is that (half-
price room) located?” the inn’s personnel said, “It is right off the
lobby, close to the dining room.” The customer knew that this was
also next to the elevator, underneath the meeting room, and the noisi-
est room in the inn.

In this case, the inn’s personnel had the right idea—go for the rate
in season; however, they failed to “qualify or profile” the potential
customer. The inn’s personnel were selling without the knowledge
that the customer knew the facility. Furthermore, no reasons were
provided to justify the initial higher rated room/suite. Incidentally,
this inn also had the prestigious AAA 4 Diamond award and the
Mobil “4 Star” ranking.

CASE EXAMPLE 2:
THE WORTHWHILE INVESTMENT

Many companies display their products for both training and cus-
tomer familiarization. Very large companies with large product lines
frequently train and display across the country throughout the year.
Following is a case about one very large company and one hotel/re-
sort chain.

The case begins with the step known as “knowledge acquisition.”
A large computer company periodically held training/display meet-
ings at one or two locations of a hotel/resort. It was great business
amounting to hundreds of thousands of dollars each year. In one after-
the-sale session, the computer company manager casually stated that
they had problems with all of the hotels/resorts they used for these
training/display meetings. The alert sales executive for the hotel/
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resort chain said, “Tell me about these problems.” The computer firm
manager replied, “Well, they are mostly technical/design problems.
The ballrooms do not have enough electrical outlets, high enough
ceilings, or adequate ventilation . . . we have wires taped down every-
where and the heat buildup is pretty tough to deal with.” The sales ex-
ecutive knew that this computer company was one of four or five
companies that held training/display meetings. The sales executive
also knew that one company spent nearly $5 million dollars per year
on such meetings.

It just so happened that this hotel/resort chain was planning to add
another ballroom/exhibit to this resort and was also about to construct
similar hotels/resorts in the middle and western part of the country.
The sales executive asked the computer company client if he could
meet with the head of all training and display shows at the chain, and
go into detail about these needs. The meeting took place and it was
determined that heavy duty electrical systems, “tracks” of outlets,
ceilings four feet higher, and superior air conditioning and heat venti-
lation systems were needed to have the ideal meeting/display show
space.

The hotel/resort chain told the client that they would build all of
these needs into the previously referenced facilities at a considerable
incremental cost. The computer company, in turn, signed a five-year
contract for all of its meetings of this nature with the hotel/resort
chain. The hotel/resort chain also signed other companies with simi-
lar needs. The end measurable result was $15 million in new revenue
in excess of the investment to build the new facilities to meet the cus-
tomers’ needs.

In this case, customization might have been taken to the extreme,
but the result was revenue, profit, and a long-term contract. The abil-
ity to listen to your customers’ expressed needs, use of after-the-sale
feedback, and taking subsequent action is part of what successful
selling is all about.

Key Terms

approach
closing
cold calling
commission
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consultative selling
customization selling
draw
expense plus approach
incentives
inside macro approach
negotiation
networking
outside macro approach
partnership selling
proactive selling
reactive selling
sales image
straight salary
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Chapter 14

Customer ServiceCustomer Service

Customer service can be the most valuable marketing weapon for a
number of reasons. Customer service plays a role in acquiring new cus-
tomers, in retaining existing loyalty, and supports taking market share
from competitors. Good customer service is most valuable considering
that, at a minimum, it costs businesses five times as much to attract a
new customer as it does to satisfy and retain an existing customer. A
dissatisfied customer will sometimes tell more than ten other consum-
ers/prospects about their unsatisfactory experience.1 So, having a cus-
tomer service strategy and plan are very important in deploying this
valuable marketing weapon. Some companies fail to recognize cus-
tomer service as a marketing weapon and underfund the function, or
staff it with the lowest-paid (and sometimes least-trained) employees.

CUSTOMER SERVICE STRATEGIES

Customer service strategies need to be in place at every point that
the customer comes into contact with your business or any represen-
tation thereof, be it personal, vocal, electronic, etc. These points are
referred to as “points of encounter.” Examine every potential point of
encounter. These are the places/processes that your image and posi-
tioning are exposed to or being tested by.2 In this section, the follow-
ing will be reviewed: a ten-step process to customer service success,
an examination of strategies and tactics, and the interrelationship of
customer service with all the other marketing weapons.

Step 1: Recognition

The points at which your employees encounter the consumer are
opportunities to win (or lose) the consumer. In the age of increasing
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customer dissatisfaction, the first step toward achieving service suc-
cess is recognition. This is not the obvious recognition, after the fact,
that service problems have caused sales to slip or that another com-
pany has taken more market share. Such problem recognition is reac-
tive rather than proactive. For recognition to be proactive, observation
and analysis of the points of encounter must occur. Quite simply, fo-
cus should be on the interaction of product or service with the con-
sumer.

How often have you heard, “They really have a problem here. Too
bad they haven’t recognized and fixed it.” “They” usually refers to
top management, which has skipped the all-important thought pro-
cess known as recognition. A decline in sales, employee turnover,
consumer complaints—these are all reactive indicators.

True recognition in the proactive sense means knowing the points
of encounter and assuming the customer’s (also prospect’s) perspec-
tive from presell to postsale.

Step 2: Identification of Problems

Recognition of points of encounter and customer problems is but
one proactive step to customer service success. There are many ways
to ensure preemptive recognition and prevent loss of market share or
customers. Although there are a number of approaches, placing your-
self in the role of the customer is one of the best. Ideally, it should be
done incognito and often. It will make you aware of a service prob-
lem or at least give you a fresh look at the customer’s perspective. Try
to be observant and analytical. Always record the problems and think
about possible solutions.

• Call the toll-free number of one of your establishments and ana-
lyze the response.

• Go incognito to your outlets, service centers, units, counters, or
check-in desks and make notes of your observations (you may
need a big notepad). Ask other customers about their experi-
ences at the points of encounter.

• Go to one of your sales offices and read your literature (after all,
your name or signature is likely to be on it).

• Observe your staff. Are they empathetic with your customers?
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• After making these observations, go through the entire purchas-
ing process and/or service experience and make a list of the di-
rect points of encounter.

Review this list with the following objectives:

• Identification of the critical points at which the sale, loyalty, or
purchase can be lost instantly if not handled properly

• Identification of the points that have to be corrected
• Identification of the points that present opportunities for making

your service stand out above the competition

Here are some additional strategies and tactics with respect to rec-
ognizing problems/opportunities and identifying solutions.

• Use a shopper’s service to check on your business.
• Talk to and, more importantly, listen to your customers.
• Observe and experience the offerings of your most successful

competitors.
• Experience your own service as a customer.
• Personally review a random sample of complaint letters once

per quarter.
• Solicit the opinions of your service offering from a focus re-

search group every few years.
• List all points of encounter and have your management focus on

one of these points each quarter.
• Check the current relevance of all points-of-encounter training

materials and procedures. Update where appropriate.
• Spend at least as much time on the points of encounter as you do

on the project/development aspects of your business.

Even if you are not in the service sector per se, adapt these steps to
check on your sales force, retailers, wholesalers, distributors, agents,
etc.

Step 3: Plan of Action

Having made your observations incognito, prepared lists, identi-
fied points of encounter, and come up with several ideas, you now
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need a plan of action. Before implementing it on a wide scale, test it
to make sure it is executed properly. Not to do so can be disastrous.
Test it, modify it, and implement it.

Step 4: Reallocation of Resources

Recognition, identification, and a plan of action are sometimes not
enough to make the necessary change at a point of encounter. To re-
main competitive and successful, a reallocation of resources some-
times may be required. These resources may be financial, personnel,
or equipment. Simple reallocations, such as hiring more phone opera-
tors to eliminate the interminable rings and busy signals, can set your
company ahead of the competition. Probably half the callers hang up
when the “next available service representative” recording comes on
the line—that is, if they haven’t been disconnected or forgotten who
they called in the first place!

If your firm never puts a customer on “hold” or if the customer is
always connected with a professional service representative, your
chances of winning the customer are pretty good.

Step 5: Prioritization of Execution

The step least often taken and most often needed is the prioritization
step. In a recent edition of The New York Times, I came across two very
interesting help-wanted ads that may serve as examples. One fairly
large block ad from Beth Israel Medical Center in New York sought a
“Director of Guest Relations” (new position). The other ad, from a na-
tionally recognized medical clinic read, “Wanted—Complaints Clerk.”
To me it was obvious that Beth Israel had (1) recognized that it was in a
service business, (2) identified a point of encounter opportunity, (3) es-
tablished a plan of action, (4) reallocated resources, and (5) prioritized
the importance of a relationship with its patients. Note the difference in
perspectives. Beth Israel views its patients as guests, and the person
who relates to them is at a director’s level. These are the obvious signs
of a healthy, proactive service perspective. On the other hand, the med-
ical clinic has the classical reactive mentality of looking for a “com-
plaints” person and prioritizes this function with the label of “clerk.”
Which medical facility do you think will be perceived as better able to
provide service? Following are some additional strategies and tactics
to help prioritize and reallocate:
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• In order of priority, list the points of encounter that need new or
additional resources.

• In order of priority, list all projects (capital) dollars scheduled
for allocation.

• Now prepare a new list, in order of priority, that blends the
points of encounter items and projects items together.

• In identifying your project’s capital needs, prioritize those that
relate to your points of encounter.

• Review your non–point-of-encounter personnel count and pay-
roll costs.

• Review your point-of-encounter personnel count and payroll
costs.

• Allocate your resources to address the point-of-encounter per-
sonnel and related costs so that they can do their job right on a
top-priority basis. (Can you imagine a firm that would spend a
half-million dollars on a project and then deny point-of-encoun-
ter employees an increase of 50 cents per hour incentive pay or a
$5,000 training program?) Review all of your firm’s expenses;
this could be called “current shock.”

Step 6: Training of Personnel

Ask yourself if your business is suffering from human incompe-
tence (also technological incompetence). The end product of a formal
education process frequently needs to be retrained. Every one of your
point-of-encounter employees needs to be trained or retrained. Also,
check on your technology to see if it is functioning properly and to
evaluate its ease of comprehension and use by the customer, prospect,
and your employees. When your automated systems take over, do
they work, that is, help with your customers? Or do they simply help
you to lose the customer/prospect and help the competition? Reflect
on your own customer experiences and you will quickly perceive the
importance of assessing your automation.

Step 7: Recruiting the Right Personnel

To recruit and hire the appropriate personnel, you have to know the
right questions to ask: What are the criteria for those who will be
point-of-encounter employees? Do any of these employees sell, quote
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prices, or directly interface with the potential customer at the critical
point of encounter—the actual purchase of your products/services? If
so, what type of employee do you want to be responsible for bringing
in revenue? Are these employees trainable; are they sufficiently intel-
ligent to hold such positions or are they overqualified? If you can’t
answer most of these questions readily, your firm is either already in
trouble or will be in trouble before very long.

Well-thought-out recruiting criteria can provide very great returns,
and should be reviewed frequently. When did you last reevaluate job
descriptions and hiring criteria for your point-of-encounter positions?
If you believe that there is no need for such reviews because the prod-
ucts/services you offer have not changed, you are very wrong; your
consumer is changing constantly. Some companies would advocate
turning the organization chart upside down, while others would sug-
gest that the pay scales be reversed. Obviously, there is no simple an-
swer for all service-industry firms. However, all the steps must be
taken into account: recognition, identification, plan of action, reallo-
cation, prioritization, training, and recruiting.

Recruiting should be attempted only after a complete review of
each point-of-encounter position. Complexity of job function as well
as the types of consumers encountered on a daily basis should be
thoroughly analyzed. Do you have (or want) minimum-wage clerks
directly interfacing with $100,000-plus executives or large-volume
purchasers?

Following are some additional strategies and tactics to facilitate
and sharpen your recruiting:

• Have members of top management participate in at least one
point-of-encounter position training session.

• Have members of top management work at least one eight-hour
day (preferably an entire week) in one of the point-of-encounter
positions.

• Review your training resources (people, procedures, and related
budgets) annually to determine if they are adequate in preparing
your personnel for service leadership.

• Ask customers to evaluate (via questionnaire or direct contact)
how well they believe point-of-encounter employees are trained.

• Ask newly trained employees what else they believe should be
taught.
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• Ask the same question of your seasoned employees.
• Instruct all recruiters of point-of-encounter employees to ask

themselves whether they would want to deal face-to-face with
the person they are considering for the job.

• Personally participate in at least one interview session for a
point-of-encounter employee.

• Consider upgrading your pay scale to attract seasoned pros
away from the competition.

• Make sure your recruiters know exactly what you expect of
them and then periodically check to see that they are doing ex-
actly what you want.

Step 8: Communications

When it comes to communicating with the customer, no one is
more important than the point-of-encounter employee. This em-
ployee is often the first to know when (and if) your service offering,
price, policy, or procedural change is working. He or she is also a
great source of information when you attempt to improve service.
But, when it comes to communicating with these employees, corpo-
rate hierarchy in general does a less than stellar job. This, in tandem
with the dissatisfied consumer, works to create the environment for
disastrous customer service experience.

There are many examples of good and bad communication in the
service industry. A case in point is CEO Bill Marriott Jr., who was re-
nowned for his visits to virtually every hotel, restaurant, or in-flight
kitchen in Marriott’s multibillion dollar empire.3 These were not your
typical presidential appearances, but detailed inspections as well as
walk-throughs to instill motivation. Mistakes were pointed out and
employee suggestions were recorded and implemented on a broad
scale if they were worthwhile.

Adherence to Standard Operating Procedures (SOPs) is manda-
tory at Marriott. It is therefore no coincidence that Marriott’s opera-
tions and services are efficient and consistent. There are other exam-
ples, but the important point is the same in all situations—good
communications. The conscientious CEO goes beyond motivation
and inspection. The point-of-encounter employees are made aware of
top management’s interest in seeing not only how the job is being
done, but also who is doing the job.
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By definition, “communication” connotes a two-way flow—up
and down. Small ideas turn into big winners if communication chan-
nels are open. For some reason, it is sometimes easier to inform one
million customers of your offer than 1,000 point-of-encounter em-
ployees. One explanation for this is poor communication. An ad or
service offer goes directly from the company to the consumer, but the
memo describing that offer is often handed down from the vice presi-
dent of marketing through the managers to the unit managers, to the
department managers, to the shift managers and, finally, to the point-
of-encounter employees. This process provides plenty of opportunity
for a breakdown in communication. It happens all the time.

One thing is sure: Never assume that your detailed memo of in-
structions, the training video, and/or manual have been read, viewed,
or understood by those who must use the information. The best way
to find out is to put on the consumer’s hat and try to get the service
you have offered. Don’t be surprised at what you find out. Any form
of change may be difficult to communicate, and the difficulty can be
compounded when the change involves behavior.

Step 9: Follow-up

In regard to follow-up, the previous example of Bill Marriott can
be used. All of those walk-throughs would not have amounted to
much unless there had been a positive form of follow up. During the
Marriott follow-up process, a note was sent to the unit in question re-
affirming the action to be taken or that the subject would be discussed
upon the next visit. Granted, Bill Marriott had a phenomenal mem-
ory, but the key point is that because there was a follow-up, employ-
ees fixed what needed to be fixed.

Follow-up steps can assume a variety of forms. Some service es-
tablishments use shopper services, which essentially are professional
shoppers/customers. They are hired to work as typical consumers,
logging their experiences for management. Intelligent use of these
findings, of course, is crucial. The results can be negative (employee
dismissals), or positive (improved training programs, plans to im-
prove performance and eliminate problem areas).

There are many effective follow-up techniques, and what is appro-
priate for your particular product/service offering may require spe-
cial planning. But once a plan is devised, it must be implemented.
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The procedure must be clearly communicated to those who will im-
plement it, and then you must follow up to make sure it is done. Un-
less all of these steps are taken, the promises of your promotional ad
will only lead to creating a more disappointed consumer.

Following are some strategies and tactics to improve communica-
tions and the follow-up process:

• Make a list of all point-of-encounter positions.
• Establish a personal communications calendar, scheduling spe-

cific, frequent dates to deliver your messages to these key peo-
ple.

• Consider delivering these messages either in person, by video,
or in writing (in that order).

• Make sure that all of your point-of-encounter employees clearly
understand that their personal contact with customers represents
the most critical element to conveying a good service impres-
sion.

• Listen. Listen. Listen.
• Communicate the right way by showing the employees—not

merely telling them.
• Record and remember names and incidents, from your own em-

ployee encounters.
• “Retouch” those you can with a call or a note.
• Be sincere.
• Repeat all steps regularly. (Employee turnover is the most critical

factor in diluting your message and communications in general.)

Step 10: Begin Again

For a number of reasons, this step is perhaps the most difficult.
First, to some extent, having to repeat may imply that you have not
been successful with the previous nine steps. Second, you need to go
back to determine if, indeed, you did not succeed with any of the ac-
tions taken. If so, you will need to fix it or replace it.

Recap of the Ten Steps to Service Success

1. Recognition—knowing that there is a service opportunity and/
or problem at the points of encounter.
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2. Identification—determining what they are.
3. Plan of Action—developing the plan required to capitalize on an

opportunity or deal with a problem.
4. Reallocation—finding the financial and/or human resources to

execute the plan.
5. Prioritization—placing execution of the plan at the top of the

list.
6. Training—preparation of those who are charged with taking ac-

tion at points of encounter.
7. Recruiting—finding the very best persons for execution of the

plan as well as for point-of-encounter positions.
8. Communications—conveying every aspect of your plan(s) ac-

curately, thoroughly, and convincingly to all employees, with
special focus on frontline personnel.

9. Follow-up—periodically review all the processes—beginning
with the steps of recognition and identification.

Today’s consumer is preconditioned and ready to challenge the
product/service provider. Most surveys indicate that consumers in
many product/service categories have reached a level of precondi-
tioning that leaves them cynical toward the consumption experience.

Just as there are steps that your company (and management) must
take, there are steps your employees must take to ensure customer
satisfaction. No matter what type of service you provide, there are
several keys to effective execution that will create recognition among
consumers that your firm goes beyond the point of encounter.

• Expectations. Recognize that you must never deliver a service
that falls short of what the customer or potential customer ex-
pects for the price they are paying. Meeting or exceeding cus-
tomer expectations is what ultimately determines the level of
customer satisfaction. Expectation levels in the mind of the con-
sumer are influenced by the price you charge, their prior experi-
ence with your service offering, their prior experience with your
competition, and what you promise in your advertising or sales
message. Meeting customer expectations is absolutely critical
to repeat business.

• Never blame the customer. Although some may argue with this
categorical statement, you cannot lose by practicing it. The cus-
tomer is always right, even if he or she is not! Simply stated: Let
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the customer win. That doesn’t mean you should allow the cus-
tomer to take advantage of you. This means that your employees
must understand that they have the flexibility and authority to
bend policy when needed to satisfy a customer. Most surveys
show that less than 5 percent of customers will actually take the
time to complain about the service received. However, these
same surveys show that almost 25 percent are less than satisfied
with that service. This percentage grows dramatically when
customers become increasingly cynical as a result of poor expe-
riences with other companies offering the same type of service.
When this occurs, two things can happen: (1) If you insist that
your employees adhere so strictly to policy that customers are
not allowed to feel they have won, you will lose 100 percent of
those cynical customers. (2) If you have instilled in your employ-
ees the “let the customers feel they have won” philosophy, you
will retain (and actually build) the loyalty of these customers.

• Clear communication with customers is essential to problem res-
olution at the point of encounter or purchase. Your employees
must be able to tell customers precisely what they need and want
to know or do. This is especially critical when you’re involved in
a promotional offer. After all, that is why the new customer has
come to you in the first place. Make sure that everyone who has
customer-contact responsibility and supervisors are thoroughly
knowledgeable about all aspects of the promotion. If necessary,
provide written communiqués and training videos. Augment
these with in-person training sessions, and do so in a timely
manner. Never start a promotion before all employees have re-
ceived complete information and thorough instructions. Always
provide a central resource for clarification should questions
arise.

• Organize your procedures to reduce the time it takes to purchase
your service offering. The number-one peeve of today’s con-
sumer is “standing in line.” You must review and then revise
your procedures to eliminate or at least shorten the time spent
waiting in line. If the nature of your service precludes total elim-
ination of waiting time, develop alternative plans to fill the time.
This can be a customer service representative who preprocesses
the customers or socializes with them. A video entertainment or
informational display will also attract the customer and fill the
waiting time.
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• Undo what the customer has done to himself or herself. When
customers discover that they are in the wrong, always avoid em-
barrassing them. The employee must be polite, empathetic, and
tactful so that your customers save face.

• Never use business jargon that is unfamiliar to your customer.
You cannot assume that even those who are in similar businesses
use the same terminology as you.

• Trade-off time management is essential in personal contact situ-
ations. Each point of encounter must be analyzed and a determi-
nation made as to whether the strategy should be to go for opti-
mum speed or special personal attention.

• Employee job performance criteria for all those in point-of-
encounter positions, be they face-to-face, or over the phone, should
clearly focus on execution of service with efficiency and polite-
ness. This is what it’s all about, and point-of-encounter employees
must know that performing their job properly is what they are
being paid for!

• Reduce time where service is expected to be fast. Fast and effi-
cient service leads to satisfaction, especially today. In essence,
cynical consumers’negative conditioning has led them to expect
long lines and/or slow, inefficient service. Beat that expectation!
Provide faster service and you will convert the cynical consumer
into one who is more than satisfied.

• Sincere appreciation should be expressed at virtually all points
of encounter, not just at the time of purchase. This must be in-
stilled in every contact-point employee. This will ensure rein-
forcement of the perception that the customer is truly valued.

Following is a recap of these customer relation strategies and tactics.

Strategies and Tactics for Customer Service Success

1. Expectations must be met
2. Never blame the customer
3. Clear communications
4. Organize to reduce time
5. Undo what the customer has done to himself/herself
6. Never embarrass the customer
7. Trade-off time management is essential

190 MARKETING YOUR BUSINESS



8. Employee job performance criteria
9. Reduce service time

10. Sincere appreciation expressed

There are numerous other ways to let your customers win and let
you retain their loyalty. Many of these were discussed within the
chapters involving promotions and sales weaponry (Chapters 6 and
13). Successful enterprises have point-of-encounter plans and poli-
cies in place and widely communicated. Other firms demonstrate this
through lower cost of sales (expenses), higher repeat customer levels,
and brand loyalty.

Do not hesitate to use what is called “suggestive sales” with your
customers. Suggestive selling is an important form of customer ser-
vice. This is the process of suggesting merchandise or services that
are related to the main item sold to the customer.4 The suggestion is
made when, in the salesperson’s judgment, the added item will pro-
vide the customer with additional satisfaction.

The salesperson who is genuinely interested in helping customers
solve their problems can enhance the relationship with suggestive
selling. Some of the best ways to engage in suggestion selling follow.
Having studied numerous successful companies and award winners
at customer service, a number of common characteristics emerge.

• Leadership
• Formalized process or plan
• Focus on understanding customer needs
• Customer and employee feedback systems
• Responding with action on feedback
• Sales and service synergy
• Customer-retention motivational and promotional programs
• Reading the marketplace and competition and responding ap-

propriately
• Practicing innovation through research and development and

suggestion implementation
• Prominent recognition of the importance of point-of-encounter

employees and giving them full support

Customer service strategies and tactics may vary for different
types of customers or be tailored based on the developmental stage
(see Exhibit 14.1).
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There are hundreds of customer service tactics and ideas for every
size and type of product/service business. The key to successful cus-
tomer service as a marketing weapon can be summarized as follows:
(1) recognize the points of encounter; (2) have a plan for customer
service success; (3) empower your point-of-encounter employees with
an armory of “let the customer win” tactics; (4) have a “check” system
to see that customer service policies are being adhered to; and (5) make
sure that your employee evaluations and compensation are directly
tied to your CSI (customer satisfaction index). The following is a check-
list of key items for customer service.

Customer Service Checklist

___ Is there a customer service plan/strategy in place?
___ Is it adequately supported with both human and financial

resources?
___ Are you doing everything possible to thoroughly train and

support your point-of-encounter employees?
___ Do you have an empowerment policy and do all customer

contact personnel understand it?
___ Is there a customer and employee (point-of-encounter) feed-

back system?
___ Do all your personnel, vocal, and electronic points of en-

counter represent the image and positioning of your com-
pany appropriately?

___ Are you performing CPAs (customer perception audits) ei-
ther internally or with shopper services?
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___ Is customer satisfaction measurement an integral part of
your employee evaluation and reward systems?

___ Are your recruiting guidelines appropriate for each of your
point-of-encounter positions? Is your level of compensa-
tion appropriate?

___ Is customer service viewed as a marketing weapon of the
highest value?

___ Do you have recognition programs in place for point-of-
encounter employees who provide extraordinary service?

___ Does your sales organization understand the concept of
suggestive selling and that it is indeed a valid customer
service strategy?

___ Is the leadership of your organization actively involved as
a champion of customer service excellence?

___ Is this message clearly communicated throughout the orga-
nization?

CASE EXAMPLE 1: REALLY TAILORED
CUSTOMER SERVICE

Exceed customers’ expectations and you will succeed. Knowing
these expectations must come first before you go into action. This
case is about the Davis Frame Company in Claremont, New Hamp-
shire, a company that involves the customer in the entire fulfillment
process and tailors the product to the exact needs of the customer.

After working with timber frame companies for more than a de-
cade, master craftsman Jeff Davis and custom builder Rick Bascomb
formed the Davis Frame Company with a simple objective: “to build
the best post and beam homes by handcrafting each post and beam to
perfection.” To achieve this objective, the Davis Frame Company has
taken some extraordinary steps and done some unique things.

The company employs artisans whose ancestors taught them the
unique skills of timber cutting, finishing, and joining. They carefully
handcraft each post and beam home. Not only do they have the best
employees, they give those employees the best materials to work
with. New England has some magnificent forests, but Jeff Davis goes
to Oregon to procure the finest grade Douglas fir, with straight grain,
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minimal knots, light in weight, and as strong as oak for the frames.
He has the lumber trucked to his craftspeople in New Hampshire
where each piece is then hand cut, planed, chamfered, and sealed.
Why does Davis transport timber across the country when it is readily
available literally in his backyard? Passion. Davis has a passion for
quality that only true craftspeople can understand.

Every home is designed together with the owners to meet their de-
sires and to reflect their personalities. Each house, therefore, has a
unique character, which ensures that no two will ever be the same.
Each home bears the name of the family who jointly designed it with
the firm. The Davis Frame Company does not produce “a colonial” or
“a contemporary,” it creates, for example, “the Ricci home” or “the
Fricke home.” As Jeff Davis states, “Tucked away in the back of one’s
mind is a vision of their ideal home. Our goal is to make that vision a
reality.”

His marketing and sales process totally integrates the customer
and seller into a single team, moving toward the common objective of
total customer satisfaction. Early on, Davis invites prospective cus-
tomers to inspect and visit other homes he has built, talk with owners,
and meet the actual workers. The firm works with the customer from
site selection to landscaping. The Davis team stays with the customer
every step of the way. They invite the customer to join them when
the timbers are selected and when the timbers arrive for finishing in
New Hampshire; they suggest tone, grain, or any other appearance
changes on site or anywhere along the process. Naturally, if anything
needs to be changed, even after the home is completed, the team takes
care of it.

The Davis Frame Company epitomizes personalized customer ser-
vice, quality, employee involvement, uniqueness, and excellence in
marketing and sales. It is an example that everyone, from employee to
owner, can learn and benefit from. This company is an example of
those goals all companies should strive for such as pride, understand-
ing your customer’s needs, motivation, fulfilling expectations, tar-
geted and on-target marketing, sales techniques, packaging and mer-
chandising approaches, customer feedback, and an obsession with
quality and being the best. Word of mouth and customer testimonials
are strengths in the sales and marketing strategy, but so too are cus-
tomer involvement, flexibility, openness, and need fulfillment.
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CASE EXAMPLE 2:
A TOTAL CUSTOMER MENTALITY

Some of the most renowned examples of dedication to customer
service involve leadership and a heritage of excellence. This case ex-
ample is about L.L. Bean, a pioneer in customer service since 1912
when it first introduced a 100 percent satisfaction guarantee. It still
offers it today. The current L.L. Bean company is a model of point-
of-encounter experiences that are meticulously orchestrated to pro-
vide a harmonious experience for the customer. Whether the sale oc-
curs in their Freeport, Maine store, by phone, or through a catalog
purchase, L.L. Bean is also a model of sophisticated consumer re-
search at work, analyzing, experimenting, collecting data, and con-
stantly applying research findings to enhance its offers to the con-
sumer.

L.L. Bean stores say “quality” with one look. The clean, direc-
tional signage, well-landscaped entry with brick stairs and walkways,
and green signage and white facility look inviting from the outside.
(The catalog and mailings also appeal visually to customers’expecta-
tions, regardless of character type or market segment.) The customer
traffic flow is a composite of value and quality seekers from every
market segment, age bracket, and corner of the globe. Upon entering
the store, the extensive use of wood, light effects, and constantly ro-
tating merchandise displays create an instant feeling of warmth. Im-
mediately visible are customer opinion forms, order forms, store di-
rectories, and helpful personnel. As soon as you walk in, you know
you are in a special store. The feel is comfortable—even with a pleth-
ora of shoppers around you.

L.L. Bean offers unusual, quality merchandise in a wide selection
and ample supply. Pick up a pair of slacks, and you’ll try them on in a
meticulously clean fitting room with help standing by in case you’d
like them hemmed while you wait by one of the on-premises tailors.
That is what customer service is all about.

The employees, dressed in the green and white theme or contrast-
ing khaki brown, form a visual extension of the L.L. Bean quality.
Before the extra sturdy, extra large, high quality L.L. Bean shopping
bag (with green letters on white background) gets too heavy, an em-
ployee offers to hold it for you while you finish shopping. You notice
that your eyes have improved because you can not only find the tags,
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you can read them (large letters). If an item in the display doesn’t fea-
ture your size or color, an employee is ready to bring it out to you
right then and there or, if it’s not in the store’s inventory, they offer to
send it to your home.

L.L. Bean’s merchandise is all top quality. Naturally, returns and
exchanges are “no questions asked.” L.L. Bean attends to customers
twenty-four hours a day—for that is their policy—“We’re always
open.” Vacationing customers can have their purchases shipped back
home.

Although every customer inquiry is responded to personally and
competently, L.L. Bean also uses the most up-to-date technology that
provides customer history and preferences, such as previous payment
choices, shipping, and payment preferences. For example, there is an
ongoing restocking process to assure that incoming merchandise ar-
rives on the store floor promptly and constantly. Cash register person-
nel always check that customers have the latest catalog or are on the
mailing list.

L.L. Bean puts it all together—they know what their customers’
wants and needs are, as well as how to fulfill those needs in every
way. They succeed because they are masters at both point-of-encoun-
ter marketing and direct mail sophistication. L.L. Bean prepares
state-of-the-art customer profiles from its own data research, and
from secondary sources such as credit card databases and list pro-
files. Its direct-mail offers, while highly targeted, are also always in
keeping with the quality service and sales excellence standards it has
set.

Does it work? L.L. Bean has one of the most loyal customer bases
of any business in the world. Its repeat factors are very high and cus-
tomer satisfaction ratings are at the top of not only the retail sector,
but almost all businesses. Moreover, it works to perpetuate itself
through extensive word of mouth advertising. L.L. Bean is big busi-
ness at its best—small and personal to the customer.

Key Terms

communication
CSI (customer satisfaction index)
expectations
follow-up
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job performance criteria
point of encounter
prioritization
reallocation
recognition
SOPs (standard operating procedures)
trade-off time management
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Chapter 15

Crisis ManagementCrisis Management

Most marketing books do not even mention crisis management as
a marketing weapon. Not all marketing strategies are offensive in na-
ture. Crisis management, usually involving multiple functions within
an organization, is vital to marketing. Marketing, as the generator of
sales/revenue is usually the most injured when a crisis occurs. A
management crisis is an immediate and unexpected event that threat-
ens the investments of shareholders, the ability of the organization to
function/survive, and potentially the loss of all revenue. Crisis man-
agement is the management of the operations during the actual crisis
(in the midst of the event) and the management of the business/corpo-
ration before, during, and after the crisis.1 Most crises require “out-
side-in” and “inside-out” management. The management of your busi-
ness/organization needs to include even the perception of crisis as a
major event to be managed. A situation that is left unaddressed jeop-
ardizes the ability of a company to function and ultimately hurts the
brand. A crisis can happen at anytime and to anyone. Organizations
that have experienced a major crisis include: AT&T, Boeing, Exxon,
Gerber, TWA, Pan Am, Johnson & Johnson, Union Carbide, Johns
Manville, Coca-Cola, and even the United States government. Thou-
sands more could be listed. What strategies should be ready and put
in place when a crisis occurs? Who is in charge? What are the re-
sponses? Who is the spokesperson? All of these questions and more
should be scripted and addressed in a crisis management plan. Fol-
lowing is a review of the major parts of a crisis management plan and
the strategies in each.

Part 1: Mission/Approach

It is essential to be organized prior to any crisis. Because you have
no prior knowledge as to what is likely to occur or what questions you
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might be expected to address, you need to organize critical data about
your company/business. Included items/data are your mission state-
ment, a statement on the company’s philosophy, related behavior,
and standards. You will need statements on your overriding values,
objectives, and performance standards. Any key benchmarks and re-
cords should be identified and their location made known to those
who will respond to the media/public, or authorities. Most important
of all, you should determine what/who needs to be protected (e.g.,
patents, brand equity, CEO, CFO, etc.) and identify your crisis man-
agement team members. Clearly identify who is in charge, who is the
backup, and who is the next backup. Who will address the media?
How will all the team members be reached (twenty-four hours a
day)?

Part 2: History and Potential Crisis

Develop and record any significant historic information on any
type of crisis or problem that has previously occurred. List past and
all future potential crises. Identify levels, categories, and related defi-
nitions for each type. Remember that the smallest crisis can be orga-
nizationally debilitating if mishandled. In fact, usually the mishan-
dling results in a bigger crisis unto itself. Recognize that crises occur
in stages. The time leading up to the crisis is referred to as “precrisis”
and the actual occurrence is referred to as the “crisis” or “event.”
Then there is the “postcrisis” period, when damage control needs to
be effective. If damage control fails or the crisis is mishandled, the
next stage occurs, which is the “resultant new crisis.”

Part 3: Strategy/First Steps

Immediately notify the crisis team leaders and members the instant
a crisis or potential crisis is identified. Notify the CEO (chief execu-
tive officer), CFO (chief financial officer), and the board of directors.
Pull the crisis team together and get into motion. The team leader
should immediately establish a “gatekeeper” whose job is to control
all people and inquiries in an organized and predetermined manner.
The leader needs to restate each team member’s responsibilities.2 A
crisis room should immediately be set up. This should be a gathering

200 MARKETING YOUR BUSINESS



place for response control which eliminates searching for people/
data, etc., thereby containing the crisis and related data to one locale.
The crisis room should have a complete array of communications
materials such as phones, faxes, video equipment, TV, computer,
printer, etc. Stock a “crisis kit.” A crisis kit should include the items
listed in Part 1 (mission/approach) and any current “official” state-
ments. Do not hesitate to use outside advisors. Finally, check on other
departments and keep them alert and appraised to the degree you
deem necessary to control the crisis. It is extremely important to quickly
establish a media center, usually a room you can readily control entry
to and that limits the media’s movement. Equip this room with every-
thing the media needs and make them comfortable. You do not want
them roaming around your facilities or catching employees and
pressing them for comments. Collect all data on the crisis and control
access to the data to those who need to know and to those who are
designated spokespersons.

Part 4: Strategy/Audiences

Immediately define and identify all audiences, e.g., victims’ fami-
lies, impacted employees, the media, etc. Prioritize a key list of data
for all severe crises for your stakeholders. Identify the best mecha-
nisms to reach each audience, e.g., personal meetings/briefings, tele-
phone, videoconference, etc. Know each audience well and antici-
pate any potential problem (individuals) as well as any potential ally.
Know and follow government rules, regulations, procedures, and
laws.

Part 5: Strategy/Media

Identify your corporate media policy and spokespeople. Be sure
that your appointed gatekeeper for the media is in place ASAP. Have
a media database ready at all times with any meaningful data/facts
noted. Have data from any “third-party source” available which sup-
port the company brands, products, personnel, and processes. The
spokesperson should understand all rules and regulations prior to
meeting with the media. Establish a “media inquiry system” includ-
ing lists of information available and lists of available/authorized
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spokespersons, control process for media questions, etc. You and/or
your spokesperson will probably not be able to respond to every
question. Therefore, have a “fact checking process” in place to
quickly follow up with answers for those questions. Remember to
control, limit access, and most of all, be honest with the media.

Part 6: Walk-Through

Simulate a crisis and conduct periodic walk-throughs or drills for
your crisis management team. When it comes time to face the media,
be sure to do another walk-through with all spokespersons. Be pre-
pared, always anticipate, and don’t create another issue or crisis.

Part 7: Evaluation

Establish an item-by-item postcrisis checklist and evaluate your
team’s performance on each item. Make notations and take corrective
actions on any items you feel did not go well. Contact external
sources to get their reading and survey your internal constituencies.
Conduct a complete content analysis of all newspaper clippings,
video, footage, etc., on the event. Make detailed notes of what was
done correctly and what could have been done better. Express your
appreciation to all those who helped handle the crisis and to the me-
dia who treated your organization fairly. Reevaluate your crisis plan
and make any modifications. Remember to reward your employees
who performed well during the precrisis, actual crisis/event, and
postcrisis periods.

Every company/organization should develop a file on all potential
crisis situations. These include but are not limited to: fires, crashes,
murders, deaths, major accidents, poisonings, health hazards/occur-
rences, theft, violence, employees, electrical/mechanical, financial,
etc. Keep information on your own business, your plan for handling
each potential crisis, topical related information, key industry and
trade association related data, competitive information, and potential
external resources. These files can make the difference between timely
response and late response or successful crisis management or fail-
ure. The following identifies five key steps in crisis management.

202 MARKETING YOUR BUSINESS



FIVE KEY STEPS IN CRISIS MANAGEMENT

1. Respond appropriately based on the type, severity, or degree of
the crisis. Inform and provide only that information which is re-
quired.

2. The “pace” of urgency should be directly related to the type of
crisis and relative situation/timing required.

3. Provide enough detail to dispel the inquiry/crisis.
4. Issue a statement of resolution (crisis has occurred and been re-

solved) or an assurance statement (crisis identified and being
handled/addressed).

5. Remember to thank and recognize all who helped.

Following is a checklist for crisis management with some key
questions and items.

Crisis Management Checklist

___ Who is in charge when a crisis occurs? Who is on the crisis
management team? Who is the team leader and backups?

___ Who are the spokespersons?
___ Who needs to be involved in each potential type of crisis?
___ Where will the crisis management room (center) be set up?
___ Who will be the gatekeeper?
___ Where will the media room be located? Who will moni-

tor/manage the media?
___ What is in our crisis management kit? What should be up-

dated?
___ Do we have a monitoring and data collection system/pro-

cedure to obtain and record information or similar crises
when they occur within our industry?

___ Do we have up-to-date contact information (phone num-
bers, etc.) for all key stakeholders, crisis management
team members, board directors, and external resources?

___ Do we have an internal “need to know” crisis communica-
tions plan and policy in place?

___ Do we have a recovery plan in place, which addresses our
customers, intermediaries, etc., concerns?

___ Is our internal and external counsel versed on all federal,
state, and local laws, rules, regulations, and procedures re-
lated to the potential crisis?

Crisis Management 203



CASE EXAMPLE 1: WHAT NOT TO DO

When a crisis occurs, decisions have to be made as to the best and
most appropriate course of action to take at that time. If we reflect on
some of the crises that have occurred in the United States and the re-
actions by some U.S. leadership, we can readily recognize “what not
to do.” One rule of good public relations is “tell the truth.” Not telling
the truth only sets the stage for the next and perhaps/usually greater
crisis—lying to your customers/constituencies and then getting caught
(especially in national television). If this occurs, admit you were
wrong or that a mishap occurred and move immediately to the cor-
rect-and-control damage phase. The closer and more personal the cri-
sis is, the more outside objective assistance will be needed to help re-
solve it.

CASE EXAMPLE 2:
THE UNBREAKABLE THAT WASN’T

A crisis can occur to your product/service as a result of someone
else’s actions. Take the case of the eyeglass company that had a fran-
chisee cause a massive crisis for the brand. In this case, the franchi-
see/optometrist sold a pair of eyeglasses to a young man who played
field sports and hockey. The buyer asked for unbreakable lenses
(more expensive) but received breakable (less expensive) lenses. A
hockey-puck accident occurred and the lenses shattered, injuring the
hockey player’s eyes. The media was immediately made aware of it
and ran an evening news item about the accident. The state’s attorney
general felt obligated to conduct a large-scale investigation. For the
eyeglass company, this was extremely devastating as a very large per-
centage of its total sales came from this market.

This is a case of bad practice by a third party under a company
brand umbrella/name causing a major crisis. Some of the steps this
chain took to control the damage follow. First, it assembled its crisis
management team. Next, it went to its files and immediately deter-
mined the status and background on that specific franchise. It contin-
ued assembling information and further determined it did not (neither
the parent company nor its franchisees) carry the specific lenses in
question. The company next went to another crisis file dealing with
potential eye injuries and noted that all lenses in the franchisee’s state
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were tested for breakage. Its external investigation revealed that the
lenses were in fact purchased from an unauthorized purveyor. It fur-
ther checked the entire history of its unbreakable lenses with the manu-
facturer and determined that this type of accident had never occurred.

Given these facts, the company spokesperson was able to: (1) re-
assure the public about its lenses’ quality/integrity; (2) distance the
overall brand from the actions of one individual; and (3) divert the
state’s attorney general into looking at a generic issue related to li-
censing of optometrists versus the in-depth probe of the industry and
company. Also, based on a review of the individual franchisee files, it
was determined that the franchisee had in fact been notified that he was
about to be removed from the chain due to other reasons. The com-
pany’s signs were removed from that franchise and the matter was re-
solved in the most reasonable amount of time possible.

In this case, the preplanning, file system, and crisis management
team/process were in place. Despite the fact that the crisis was caused
by someone else (other than an employee of the parent company), the
company managed the crisis and prevented it from turning into an-
other crisis.

Key Terms

audiences
benchmarks
crisis
crisis kit
crisis management
crisis room
evaluation
media center/room
spokesperson
walk-through
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Chapter 16

Marketing and the LawMarketing and the Law

Volumes of laws at the national/federal, state, and local levels
abound that have direct bearing on marketing weapons and strategies.
Anyone involved in marketing should check the laws or better yet,
consult their legal department. Be sure that your external agencies/
suppliers consult their legal department regarding materials, promo-
tions, advertising, pricing data, mailings, etc. Also, remember to give
legal reviewers an adequate amount of time to review your marketing
offerings/strategies. Don’t print it, post it, advertise it, or give it to
anyone unless it has been cleared as legal.

Numerous laws govern virtually every aspect of marketing. For ex-
ample, at the federal level, there are major laws and entities, such as
the Federal Trade Commission, justice department, etc., which focus
on marketing practices.

Following is a list of some laws that affect marketing.

• The Sherman Antitrust Act—The Sherman Act, in general, pro-
hibits “every contract, combination, or conspiracy” in restraint
of trade, or monopolizing (or attempting to monopolize) any
part of trade or commerce.

• The Clayton Antitrust Act—The Clayton Act contains three ba-
sic prohibitions against: (1) exclusive dealing agreements and
tying agreements with dealers and customers; (2) corporate merg-
ers and acquisitions which may have adverse competitive ef-
fects; and (3) individuals serving at the same time as directors of
competing corporations.

• The Federal Trade Commission Act—This is used to supplement
the Sherman and Clayton Acts and prohibits “unfair methods of
competition in or affecting commerce, and unfair deceptive acts
or practices in or affecting commerce.”
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• The Robinson-Patman Act (Section II of the Clayton Act)—
Generally prohibits discrimination in prices or services between
two purchasers which injures competition. Buyers can also be
held liable. In other words, you cannot offer a different price to
one buyer than you do to another, if the two are purchasing sub-
stantially the same product or service, during the same period of
time, in the same quantity. This does not prohibit you from
meeting a competitive price.

The laws also are very specific about what you cannot do with re-
spect to your competitors. You cannot denigrate your competitors’
products or services. You cannot make fraudulent demands for sam-
ples. You cannot have friends call and clog the competitors’ phone
lines. You cannot sell your products/services at cost or below in an at-
tempt to force your competitor out of business.

The greatest danger in antitrust law is “contact” with competitors.
Any kind of agreement or understanding with a competitor, formal or
informal, oral or written, expressed or implied, in regard to prices,
terms, conditions of sale, volume of production, limitations of pro-
duction, sales, or territories, allocations of customers or product mar-
kets, or limitation of quality, is illegal under one or more of these acts.1

Violations of these laws have severe penalties, both for the individ-
ual and the company. Individuals can be sent to federal prison. These
acts/laws are only some of the laws your marketing strategies must
adhere to. There are numerous state and local laws with respect to vir-
tually every marketing strategy. Following are just a few of the areas
governed by laws:

• Product liability (fraud, deceit, misrepresentation, design de-
fect, breach of warranty, product safety, etc.). The latter is
monitored by the Consumer Product Safety Commission.

• Packaging/labeling law—promotional strategy and compliance
• Warranty compliance
• Patent protection
• Your trademark as part of your package
• Antitrust issues related to the channels of distribution
• Laws with respect to physical handling
• Sales laws
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• Direct marketing legal compliance (includes privacy, high-pres-
sure tactics, telemarketing, copyright, obscenity, infomercials,
etc.)

• Franchise legal compliance (includes disclosure statements, ter-
minations, trademark licensing issues, antitrust issues, etc.)

• Tie-ins and co-ops and coercion
• Pricing policy (includes price fixing, competitors, price dis-

crimination, etc.)
• Promotional policies (includes time frames, access, coupons,

mail fraud, label and advertisement issues, etc.)
• Traditional advertising (includes copyright protection, photo-

graphs, releases, film, headline compliance, “sale,” “new,”
inclusion/exclusion, disclaimers, conditions, rules, “trial,” “ex-
amination,” wording, use of flags, use of money/currency, dem-
onstrations, claims, comparisons, endorsements, etc.)

• Personal promotions (includes door-to-door sales, product dem-
onstrations, cancellations, multilevel marketing schemes, pyra-
miding, referral sales agreements, bait and switch advertising,
etc.)

• Credit/financing (includes truth in lending, disclosure laws, se-
curity interest, late fees, credit card purchases, damages, cash
discounts, billing, prescreening, discrimination, credit reporting/
checking, clear wording/contract terms, electronic fund trans-
fers, fraudulent use, etc.)

• Collecting debts (includes dunning, telephone practices, pro-
hibited practices, methods, etc.)

• Contracts (includes contractual relationships, terms, clauses,
trade secrets, signatures, computer hardware and software agree-
ments, employment contracts, contracts related to confidential-
ity, product and character licensing agreements, character copy-
rights, computer fraud, etc.)

Laws change every day; some are amended, others are replaced,
new laws are approved, and even new court interpretations of existing
laws are made. Before you launch that marketing weapon be sure that
you are not violating the law. Remember to run your marketing strate-
gies through the legal review process. Also, be sure to use the laws to
your benefit as a marketing weapon. Set up a monitoring system of
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your key competitors’ activities and make sure that they are compet-
ing fairly and in compliance with the law.

Key Terms

antitrust
Clayton Antitrust Act
contact
denigrate
Federal Trade Commission Act
fraud
liability
Robinson-Patman Act
Sherman Antitrust Act
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Chapter 17

Marketing BudgetMarketing Budget

A marketing budget should quantify costs of strategies and present
the weaponry and related expenses in the best possible manner. The
budget should clarify your overall strategy and the role of each mar-
keting weapon in the plan. A budget should be prepared in a number
of different ways to provide a reality check on the overall budget
plan. Following are some of the methods you can utilize.

PREPARATION METHODS

• Percent of Sales, Industry Averages—Most industry sectors
have averages which are expressed as “percentage of sales.” The
average is the percent of sales for the total marketing budget;
e.g., on average companies in the industry spend 15 percent on
marketing. Also, in many industry sectors the same percent allo-
cations may be available for some of the marketing weap-
ons/categories such as advertising at 5 percent, sales 7 percent,
etc. Use the percent of sales/industry averages method to com-
pare with your own averages. If you are higher overall, or in
your industry category, explain the reasons, e.g., new product
introductions, desire to raise awareness levels, adding sales of-
fices, etc. Analyze the overall percentage comparison excluding
these exceptions and see if you are in line with the averages.

• Task Method—This approach analyzes the objectives (reve-
nue/sales increases desired, etc.) and then factors in the cost of
the tasks (marketing weaponry) to achieve success. For exam-
ple: the new product launch will cost X, the incremental and ex-
isting sales effort will cost Y, etc. The sum of X and Y to accom-
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plish all base level and incremental level tasks is the overall
marketing budget.1 (Note: compare this to the industry average
to ascertain how aggressive your spending is in relationship to
the norm.)

• Competitive Method—Select your closest leading competitors
(those most like your company and/or the industry sector lead-
ers) and compare your marketing budget to theirs, both individ-
ually and on an average/composite basis.

• Zero-Based Method—This is a broad concept that can help you
prioritize where you want to spend your limited resources. In
zero-based budgeting, no expenditure is justified just because
it was made last year. Every expense is reanalyzed and justified
annually to determine if it will yield better results than spending
the same amount in another way.2

One note of caution: frequently, vital expenses must be maintained
at certain minimum levels. For example, a sales force or reservation
system must retain certain expenses that relate to those functions and
should therefore use extreme caution in applying zero-based budget-
ing. Some marketers subdivide the marketing budget into a “vital
core” of expenses and “all other” categories, and apply the concept
only to the “all other” category. Some consider this a violation of the
principle of zero-based budgeting, while to others it is simply com-
mon sense. You are the best qualified to determine which approach is
more applicable for your company/business.

In all methods, always seek to analyze and calculate the payback
or revenue generation attributable to the expense category. For exam-
ple, if you are adding $100,000 in incremental sales personnel and
your ratio (multiple of per sales person cost in sales [revenue] genera-
tion expected per person) is twenty, then you should be factoring in
$2 million in incremental sales (revenue) into the overall budget.
Normally, marketing programs should be judged in total only on their
ability to cover variable expenses and contribute to fixed overhead.
Other useful comparisons include indexing the budget to previous
years and related company sales. This simply helps to determine a
general efficiency factor. This comparison, however, can be mislead-
ing without detailing the various factors that impacted each year’s
(previous and current) marketing budgets.
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PRESENTATION COMPONENTS

• Marketing Objectives—At the outset, delineate the overall key
marketing objectives such as percent revenue/sales growth, mar-
ket share expectations, customer retention goals, customer satis-
faction index target, brand awareness objectives, etc. Also be
sure to include a “mandated” new or incremental objective, e.g.,
six major new product launches. Divide the objectives in a logi-
cal (to the audience) format—short-term objectives and lon-
ger-term or immediate—one year, and next two years. Another
method is to present existing marketing programs and new pro-
grams and build to the total. Irrespective of method, you must
provide the rationale for all increases or decreases if comparing
to prior years. Also, compare your marketing expenditure’s
“trend line” to that of the industry sector, closest competitors,
and competitive average/composite.

• Budget Overview—This is normally a one-page summary of the
major expenditure categories and/or marketing mix (weap-
ons). This should be expressed both in dollars and percentages
of the total budget. Included would be media (TV, newspaper,
direct mail, electronic marketing, outdoor, radio, etc.); produc-
tion expense for the media; sales (personal selling); promotions;
merchandising; public relations; marketing research; branding/
packaging-related expenses; agency fees/costs; overhead; and
any extraordinary items related to a new endeavor, e.g., acquisi-
tion integration expenses, etc.

• Marketing Calendar—A marketing calendar is a reference
tool that provides a visual summary of how and when media ex-
penditures will take place week by week. Usually, it references
media expenses by breaking them down geographically (na-
tional television, spot markets, etc.) and by media weights by
week (GRPs/TRPs). Marketing calendars can also be used for
promotions/events in the same manner. These are referred to as
the promotions or events calendar (see Part C and Appendix 1).

• Program Plan Summaries—These are summations of the major
program plans or marketing weapons desired that are high-
lighted in the overall presentation, such as creative new advertis-
ing, new electronic marketing site, new image/branding campaign,
new distribution system, new call center, etc.
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• Comments/Notes—Provide a bullet point commentary or note
on items which have an impact on the marketing budget. These
include sales office lease escalator clauses; changes in commis-
sion structures; media cost increases; inflation-specific items;
union contract settlements, etc. This will help explain variances
or abnormalities.

One final note on marketing budget presentations: always take into
account your audience. Lenders may and usually do have a different
perspective than your directors or management. Tailor your market-
ing budget presentation to each audience, be accurate, and be pre-
pared. The following is a marketing budget checklist.

Marketing Budget Checklist

___ How does your ratio/percentage compare to the industry
sector average percentage? How does it compare to your
closest competitors?

___ What has been the historic trend in your spending ra-
tio/percentage compared to the industry and your competi-
tors?

___ Are your objectives quantified and linked to the budget al-
locations?

___ Have you considered preparing and submitting an incre-
mental spending budget tied to incremental results?

___ Have you identified expense increases which appear ab-
normal (also decreases)?

___ Has the mix of expense allocations (by marketing weap-
onry/ functions) charged on a dollar and percent basis
within your budget plan and why?

___ Is your budget plan summary presented with both dollar
and percent changes?

___ Have you prepared appropriate summations for media,
promotions, events (calendars), etc.?

___ How does your overall budget index compare to previous
budgets? Can you readily delineate the rationale/reasons
behind the changes?

___ Have you prepared separate documents for all major new
programs and/or major changes?

214 MARKETING YOUR BUSINESS



Key Terms

budget overview
calendar
competitive method
payback
percent of sales—industry averages
program plan summaries
revenue operation
task method
zero-based budgeting
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PART C:
THE MARKETING PLAN

AND THE MARKETING AUDIT

In Part A the focus was on the strategy selection process. The over-
all business strategy was defined and multiple research methodolo-
gies to assess focal points that set the stage and provide the rationale
for actual strategy selection were discussed. Parameters for competi-
tive and environmental research and key concepts such as position-
ing, brand strategy, and target markets were also defined.

In Part B the major marketing weapons (functions) were defined
along with their role and suggested strategies and tactics. Advertising,
public relations, promotions, merchandising, database marketing,
electronic marketing, packaging, branding, pricing, sales, customer
service, and crisis management were discussed. In addition, the im-
portance of laws related to these various marketing weapons were re-
viewed at the end of the section.

In Part C the focus will be on the structure and content of the strate-
gic marketing plan from an organizational perspective. When appli-
cable, definitions and samples of each section or component of a
strategic marketing plan will be provided. These examples will be ge-
neric (you can fill in your business or change the content to suit your
individual case).
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Chapter 18

The Strategic Marketing PlanThe Strategic Marketing Plan

THE PREFACE

The first part of the marketing plan is the preface, which is an in-
troductory statement that briefly delineates what the document is all
about or what to expect.

Sample Preface

The strategic marketing plan contains many recommendations
from a mission statement to specific tactics that provide both genera-
tors of revenue and product/positioning improvements. Its focus is
strategic, covering the next one to three years with respect to the over-
all market, as well as tactical, in that it addresses more immediate ac-
tion steps to increase returns in the current and subsequent fiscal
years. The strategic and tactical elements should be viewed as inter-
linked and, to a large extent, they are by-products of each other.

Overall, the strategies and tactics, while seeking to generate reve-
nue, are based on the premise of improving market share by selling more
to existing customers and creating new demand. The environmental
and competitive assessment highlights the strengths, weaknesses, op-
portunities, and threats of your business. The mission statement sug-
gests an overall vision that, once agreed upon, should be the focal
point upon which future actions are based.

Finally, this strategic marketing plan is realistic in its application
of resources, focus, and recommended action steps. It suggests spe-
cific ways to achieve the goals and objectives either from an opera-
tion and manpower methodology or a resource allocation perspec-
tive. It strongly urges coordination, cooperation, and communication
to support the achievement of the mission.
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EXECUTIVE SUMMARY

Following the preface, the written plan should move on to the
executive summary. This is the key to presenting, communicating,
and convincing ownership, investors, shareholders, and stakeholders
to pay attention and to read on. The executive summary should articu-
late the organization’s mission statement, goals and objectives, strat-
egies and tactics, as well as address issues and highlight the planning
document’s recommendations.

Sample Executive Summary

An environmental and competitive business assessment of the
strengths, weaknesses, opportunities, and threats reveals a crossroad
in terms of the market. The overall ingredients for success are based in
the assets of the brands, yet the accumulation of weaknesses and
threats can disrupt the status quo. A major downturn in sales and the
incremental deterioration of the distribution infrastructure are poten-
tial and real threats.

In summary, we are at that 50 to 60 percent threshold where we can
secure our position, change and rejuvenate the distribution system, or
struggle to maintain the current status quo. The recommendations
contained in this marketing plan focus on the former option.

At this point in time, and for the duration of the plan’s three-year
period, the following mission statement is appropriate: “To become
the industry leader known for product innovation, extraordinary cus-
tomer service, and the best value in the marketplace.”

Strategic marketing, infrastructure improvements, and new prod-
uct development need to be targeted to offset pending market and re-
lated economic declines. A reasonable goal to strive for is a 7 to 10
percent annual growth, measured in revenues, during the planning
period.

Five objectives have been identified to address this goal:

1. Enhance the overall product/offering, both quantitatively and
perceptually.

2. Develop the infrastructure (including a new distribution system)
to be customer friendly and to increase repeat purchases.
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3. Broaden the customer base while providing for new revenues.
4. Maximize resources for strategic marketing.
5. Improve communications to all audiences, including current

customers, suppliers, distributors, investors, and employees.

In order to achieve these objectives, three primary driving forces
need to be addressed in the focal points of the strategy:

1. Enhance the perceptions of our existing brands.
2. Identify and select new pricing strategies and cooperative sell-

ing opportunities.
3. Accelerate the number of new products developed and shorten

the development cycle.

To address these driving forces, this plan suggests the full use of all
marketing weaponry—promotions, advertising, cooperatives, sales,
events, and public relations—to work in synergy with the overall goal
of revenue generation. Related strategies and tactics for each cate-
gory of weaponry are suggested within the plan.

Furthermore, the objectives are supported with over forty specific
recommendations; some require immediate attention, and others are
to be implemented during the planning period. Also presented are the
budget planning approaches. Highlights from these recommenda-
tions include:

• Selecting a vision or theme for the future (two are suggested for
selection)

• Optional packaging concepts to immediately improve the first
impression for all brands

• Potential development concepts to provide additional attractive
new brands, while broadening the customer base

• Infrastructure improvements to increase the movement of prod-
ucts to the market

• Utilization of a full-service advertising and public relations
agency

• A promotions and events calendar
• A public relations and communications strategy
• A specific cooperative opportunity

The Strategic Marketing Plan 221



This marketing plan strongly urges development of a new image
through the selection and communication of a vision or theme. Two
such themes and appropriate supporting slogans are presented for
discussion.

Six primary issues emerge for decision making:

1. The need for a full-time marketing function or an advertising
and public relations agency

2. The selection of a new vision or theme
3. The need for new product development
4. An immediate plan for infrastructure and product-to-market de-

livery improvements
5. Changing visual perceptions and improving communications
6. Consideration of a 7 percent versus a 5 percent budget increase

Acting on the recommendations, reallocating budget expenditures,
and the resolution of the previous issues should result in a measurable
increase in revenues of 7 to 10 percent on an annual basis.

COMPETITIVE AND ENVIRONMENTAL
ASSESSMENT

Another section usually located in the beginning of the planning
document is the competitive and environmental assessment. This sec-
tion provides a realistic assessment of the business’s strengths and
weaknesses, its surrounding opportunities and threats (commonly re-
ferred to as the SWOT analysis), and its competition. A strength is an
asset or a resource that can be used to improve competitive position,
such as strong brand equity, a new product, or a strong distribution
system. A weakness is just the opposite—a deteriorating resource or
lack of capability that may cause your business to have a less-competi-
tive position, which can adversely affect market share. For instance,
an antiquated distribution system or lack of a major market are cate-
gorized as weaknesses. Opportunities are developed from business or
brand strengths, or positive circumstances, and can include superior
products, high awareness levels, or the opportunity for unique prod-
ucts within your category. Threats are viewed as problems that focus
on your weaknesses which can create a potentially negative situation.
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Depressed wholesaler activity or a new competitor with substantial
financial resources are examples of threats.

Your business/brand marketing plan strategies should be based on
a realistic assessment of your operating environment and competitive
position. This assessment should include a factual SWOT analysis
that is both objective and subjective in nature. The perspective should
also include an analysis of your competition, the business itself, and
the next one to three years.

Sample Competitive and Environmental Assessment

Strengths

• Excellent brand equity/reputation
• Market-share leadership
• Breadth of product line
• Retailer relationships
• Superior sales force

Weaknesses

• Major brands losing share
• Competitors increasing with each new product
• Generic products undercutting margins
• Distribution system too slow/cumbersome

Opportunities

• Capitalize on retailer relationships to launch new product
• Give sales force more product lines to sell
• Develop state-of-the-art distribution system or acquire competi-

tor with one
• Retake market share through short-term, aggressive, lowest-

price strategy

Threat

• Projected major economic downturn
• External distribution system deteriorating
• New, costly, proposed government regulations
• Acquisitions of major competitor by cash-rich corporation
• New products with superior qualities
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Summary/Assessment

Our brands and reputation provide us with a base of strength and
an opportunity to take greater market share by pricing and new prod-
uct introductions. Replacing the distribution system is critical to re-
maining competitive.

THE MISSION STATEMENT

The core of the actual marketing plan document begins with the
mission statement, which is a concise, narrative statement summariz-
ing an organization’s objectives and ultimate goals. It provides a clear
direction for everyone working in the organization, serves as a basis
for communication, asserts a philosophy for doing business, and pro-
vides a basis for evaluating the organization.1 In essence, a mission
statement outlines why you are in business.

A mission statement represents the end result of your objectives as
well as the achievement of your ultimate goals, while defining what
your organization is all about. Once agreed upon, it becomes the
benchmark against which all strategies and human and financial re-
source allocations are measured. Furthermore, a mission statement is
a communications vehicle, whose purpose is to be clear, concise, and
directional while focusing on the planning period, as well as the fu-
ture. A mission statement is ultimately the end product of the leader-
ship of your organization.

Sample Mission Statement

“To become the industry leader known for product innovation, ex-
traordinary customer service, and the best value in the marketplace.”

GOALS AND OBJECTIVES

The next step, which immediately follows the mission statement,
is goals and objectives. Goals are both qualitative and quantitative,
which means that they comprise both databased estimates and edu-
cated guesses, although realistic estimates are preferred. Objectives
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outline what needs to be accomplished during the time frame of the
plan. They must be specific, measurable in a quantifiable manner, re-
lated to a specific time period, and focused on affecting the behavior
of your market. Although the overall goal is the fulfillment of your
mission statement, a very specific and quantifiable goal could be as
follows:

Sample Goals and Objectives

To seek to offset pending economic declines (as a minimum target)
with the achievement of actual growth through new product introduc-
tion, produce an annualized rate of (up to) 10 percent incremental
revenue growth during the plan’s duration.

Reaching this goal would be based upon the achievement of the
following primary objectives:

1. Enhance the overall product offering both quantitatively and
perceptually.

2. Broaden the customer base by providing new products.
3. Redevelop a new distribution infrastructure to be user friendly,

and maximize marketing resources to facilitate repeat business.
4. Increase market share by 5 percent.
5. Improve communications to all audiences, including current

customers, suppliers, distributors, investors, and employees.

Each of these primary objectives is supported with a set of strate-
gies and tactics for their implementation in the strategy section of this
plan.

DRIVING FORCES

There are three major driving forces, which are of such magnitude
that they need to be discussed separately from the strategic issues.
These driving forces, although interrelated to a large degree, should
be viewed both individually and collectively as they support your ob-
jectives and strategies.2
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Sample Driving Forces

Driving Force #1—Perception

We are clearly positioning as the current value leader in terms of
quality product at a fair price. Our brands and sales force are per-
ceived as the finest in the industry. Our overall perception by custom-
ers and competitors is one of leadership. We need to reinforce this
perception or lose this advantage.

Driving Force #2—Pricing

Our pricing strategies have made us the most attractive company to
deal with and provided us with great sales advantages. With support
from our lower cost structure and quality product we have been able
to take the number one market share position in most product/brand
categories. We will need to capitalize on this and be even more ag-
gressive to thwart new competition and maintain share in the coming
economic downturn.

Driving Force #3—New Product Development

Our competitors and customers know us as the new product inno-
vator. Our ability to develop and launch new products ahead of the
competition is threatened by the many new specialty product upstarts
and our deteriorating distribution system. We can protect this driving
force by rapid implementation of the new/proposed distribution sys-
tem and an accelerated schedule of new product launches.

STRATEGIES AND TACTICS

The next step of the strategic marketing plan focuses on how the
goals and objectives as previously outlined will now be achieved.
This section is called strategies and tactics. Strategies simply detail
how the plan’s objectives will be achieved. Tactics are the detailed
items related to the strategies.
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Sample Strategies and Tactics

Reference: Objective #1—Quantitatively and perceptually enhance
overall product offering.

Supporting Strategies

• Launch all brand extensions in the next eighteen months.
• Introduce one new product per quarter.
• Implement the new package and signage designs over the next

six months.

Tactics

• Begin brand extensions on West Coast first.
• Introduce first new product in New York City for media proxim-

ity and coverage.
• Unveil new signage designs at new unit opening in Chicago dur-

ing franchise convention.

Reference: Objective #2—Develop a new distribution infrastruc-
ture to be user friendly and facilitate repeat purchases.

Supporting Strategies

• Design the new system to allow online customers access for or-
der tracking.

• Increase the discount percentages for multiple-term contracts.
• Launch a new frequent purchaser incentive rewards program.

Tactics

• Provide major (category 1) customers with complimentary soft-
ware at time of system implementation (co-op with vendor).

• Run sales contest when discounts are announced.
• Unveil at franchise/distributor show.

Reference: Objective #3—Broaden the customer base while pro-
viding for new revenues.
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Supporting Strategies

• Expand the database list program and electronic marketing ef-
forts.

• Launch new advertising campaign at twice the GRPs (gross rat-
ing points).

• Implement a new, more aggressive promotions calendar.
• Expand the sales coverage into Canada and Mexico.

Tactics

• Mail new prospects special introductory offers.
• Purchase incremental prime-time network television time.
• Increase the number of promotions and include a minimum of

three trial offers during the cycle.
• Lease offices by December 1 and have them fully staffed by

March 1.

Note that the sample strategies and tactics use different marketing
weapons, e.g., brand strategies, packaging, public relations, database
and electronic marketing, promotions, pricing, sales, co-ops, etc.
Also, note how one objective is supported by multiple marketing
weaponry working in concert.

PROGRAM PLANS

In some cases, an objective and related strategy may be of such
magnitude or so extraordinary in nature that a separate, detailed pro-
gram plan or action plan is delineated within the actual body of the
strategic marketing plan, incorporated in the appendix, or provided as
a separate document (even though it’s summarized in the strategic
marketing plan). In the generic examples presented, the “new distri-
bution system” objective is an example of this type of treatment.

Certainly, it is appropriate to include items such as the media plan,
the promotions calendar, new packaging, new pricing strategies, etc.
These may also be included within the program plans section or in a
tabled appendix.
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RECOMMENDATIONS

Now that the strategic marketing plan detail has been outlined, it is
time to provide specific recommendations for both a short- and longer-
term perspective. Typically, these recommendations are related to the
objectives previously detailed in the goals and objectives section of
the plan. This interrelationship between the recommendations and
objectives should permeate daily decisions and actions in a manner
consistent with the long-term success of the overall strategy. Once the
necessary decisions are made, specific action takes place.

Sample Recommendations

• To enhance the overall product offering we recommend the ac-
quisition of a new line of products (brand X and/or company Y).
This will also help us quickly broaden our customer base (sup-
ports Objectives #1 and #3).

• Immediate reallocation of an additional $5 million to expedite
the implementation of the new distribution system (supports
Objective #2).

• Retain our outside design expertise to refresh all packaging,
brands, and corporate logo (supports Objectives #1 and #5).

• Establish a new communications function to oversee all com-
munications functions and coordinate all efforts including the
newly proposed “customer friendly” order/distribution system
(supports objectives #1, #2, #4, and #5).

THE VISION

In many strategic marketing plans, a section outlining the com-
pany’s vision is often included. The “Vision” is a statement that viv-
idly describes the desired outcome of the overall strategic plan. Often,
the section including the company’s vision will present alternative
scenarios for its future while providing both direction and purpose for
its interim strategies and activities.
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Sample Vision Statement

“To be viewed as the industry leader by customers, investors, em-
ployees, and shareholders as a result of our innovative products, ser-
vice-oriented employees, and strong financial performance.”

“To achieve preeminence as the industry leader through award-
winning customer service, flawless product quality and delivery, and
dedicated personnel worldwide.”

SLOGANS

In many business or corporate strategic marketing plans, a com-
pany’s mission, vision, goals, and objectives are reflected in the slo-
gan. Slogans help build identity and can convey a company’s position
in the marketplace, such as: “Quality IS Job Number One” or “Inno-
vation Through Investigation.” Slogans can also be created and asso-
ciated with marketing campaigns. Ultimately, a slogan becomes an
image with which current and potential customers can identify.

Sample Slogans

• “Leadership Through Innovation”
• “The Quality/Value Leader”
• “Beyond Expectations”
• “Customer-Driven Product Excellence”
• “The Company of Tomorrow”

ISSUES

In the process of undertaking any strategic marketing plan, several
issues will surface. These issues should be collected during the plan-
ning process and set aside for appropriate discussion at the end of the
actual plan. Although some issues may resolve themselves during the
planning process, others may divert the process or cause delays. Ad-
dressing the issues at the end of the plan enables the company to put
them into perspective in relation to the plan in its entirety.
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Sample Issues

• Twenty-five percent of brands (units, etc.) are in the decline
phase of their life cycle and 35 percent are projected to be in de-
cline in thirty-six months. Do we sell or rejuvenate?

• Top three leading brands/products are not doing well against
biggest newly emerging market.

• Competitor’s new products taking major market share.
• “Underpenetrated” (not enough stores/outlets) in three major

markets and “overpenetrated” (too many stores/outlets) in
three other markets.

• Lack of presence in Mexican and Canadian markets.
• Antiquated technology system in distribution hurting sales and

customer relations.

MEASUREMENTS AND RESULTS

To ensure success, all of the activities within a strategic marketing
plan need to be measurable. This can be achieved in two ways: (1) ei-
ther the expected results are specific and quantifiable; or (2) they are
related to key dates, milestones, or timetables. Likewise, qualitative
accomplishments can be measured within time parameters or other
established criteria, including polls, image assessments, or opinion
surveys. Specifying these expectations is critical in determining which
goals are being achieved and, as a result, whether strategies need to
be modified.

Sample Key Measurements and Results

• Increase product/brand offerings by 20 percent during the plan-
ning period.

• Reverse the downtrend in the CSI (customer service index) and
bring it back up to the 90 percent level by December 1.

• Have the new distribution system up and running (within bud-
get) by June 1.

• Open the Mexico City, Toronto, and Vancouver sales centers by
March 1.
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• Consummate two cooperative product-marketing agreements—
one by March 1 and the second by April 1.

• Review brand awareness levels after the new advertising cam-
paign has run six weeks to ascertain if the 15 percent increase
has been achieved against the target markets segment.

BUDGET

A key component of any plan is the budget plan, as it may often
seem that there are never enough marketing dollars available for the
execution of the plan. Although strategic marketing plans may offer a
means for measuring various targets, such as increasing the revenue
from 7 to 10 percent, the achievement of these goals is contingent
upon budget allocations and meeting revenue goals to fund future ob-
jectives. Thus, it is first necessary to determine the plan’s priorities
and the costs associated with their execution. Then comes the balanc-
ing act—weighing what needs to be accomplished with what is af-
fordable.

In a strategic context, numerous scenarios or options may be se-
lected, and each can be interlinked with existing and new marketing
strategies. For example, “If we exceed our revenue growth goal of 10
percent in year one, we will move to Option Two, increase the budget,
and accelerate the new product development.”

As indicated in Chapter 17, in the strategic marketing plan, the
budget plan should be prepared by using a summation format and any
desired (significant) calendars (promotions/events) and any special
program plans. In this section, a sample overview of a marketing bud-
get plan summation is presented with sample promotions and events
calendars. All examples are theoretical/generic for exhibit purposes.

Sample Strategic Marketing Plan Budget Overview

This $31 million* budget is designed to achieve a 10 percent annu-
alized growth in revenues during the planning period. The budget is
premised upon the on-time introductions of all new products and the

232 MARKETING YOUR BUSINESS

*This represents an 8.5% increase over the previous year. However, it incorporates
the six new product launches and new packaging costs.



projected slow downturn in economic conditions. Key objectives and
strategies supported include the following:

• Achieving annualized revenue growth of 10 percent
• Adding 1.2 million purchases from new customers
• Increasing unaided brand awareness by 10 points
• The successful launch of six new products and the achievement

of each of their year-one targeted revenue and sales objectives
• Launch of a new frequent buyer’s promotion in conjunction with

the launch of the new distribution system
• Development and implementation of an entirely new Internet

site with links to the new, customer-oriented distribution system

The budget plan has taken into consideration the changes in pric-
ing strategy, new packaging, and product introduction (Table 18.1).
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Weapon/Tool $(M) Percent of Total Percent Change

Advertising

Media 10.0 32.3 10

Production 1.5 4.8 (2)

Promotions 7.5 24.2 5

Merchandising 1.0 3.3 —

Sales 5.0 16.0 8

Events 1.0 3.3 1

Direct Mail 1.5 4.8 5

Electronic 1.5 4.8 12

Packaging .5 1.6 6

Research .5 1.6 (12)

Miscellaneous 1.0 3.3 (15)

Total 31.0 100.0 8.5

TABLE 18.1. Sample Strategic Marketing Budget Plan Summation (Option #1,*
Year 1)

*Incremental marketing expenditure options are contained in the appendix.



It is in line with industry sector and competitive spending ratios. We
recommend that consideration be given to Option 2 presented in
the appendix, which we believe would accelerate revenue growth by
10 percent annually with an incremental spending level of $2 million
or 4 to 6 percent.

In many instances, it is helpful to present the promotions calendar
(Exhibit 18.1) along with the budget. For some businesses, listing
events and/or presenting them in a calendar format is also helpful
(Exhibit 18.2).

THE APPENDIX

The final section of a strategic marketing plan is the appendix. Al-
though appendixes are often included within the original document,
relevant statistical data and research findings should be presented in
an accompanying volume. This will ensure that the marketing plan it-
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self is not weighed down with excessive numbers and data. A sample
of items that form an appendix are as follows.

Sample Appendix Table of Contents

1. Optional Budget Plans at Incremental and/or Reduced Levels
2. Marketing Budget Review Chart—Historical Trends
3. Research Findings Which Support or Negate Strategies
4. Distribution of Marketing Dollars by Weaponry
5. Detailed Promotional Calendar
6. Detailed Current Customer Trends
7. Information on Potential Co-op Partners
8. Other Data—New Logos, Package Designs, etc.
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Chapter 19

The Complete Marketing AuditThe Complete Marketing Audit

When most people think of a marketing audit they usually focus on
budget and organizational issues. Perhaps adherence to company
procedures and policies comes into play, and/or even an agency re-
view. With the exception of the agency review, most focal points of an
audit of this scope are internal to the marketing operation itself. A
complete marketing audit encompasses much more. Before looking
at the scope of a complete audit, one should focus on the role and re-
lationships that marketing is expected to play within the context of
the total strategic and operational plans. This means going beyond
the budget, organizational, or even operational focal points. The com-
plete marketing audit should be targeted at three major areas and mul-
tiple focal points within each of these three areas (see Exhibit 19.1).

“Looking Ahead,” or the environmental analysis, is the part of the
marketing audit that focuses on the macroenvironment and the task
environment. Both of these areas are external in nature and provide
the overall parameters of the environment in which the marketing ef-
fort takes place and will take place.
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The macroenvironment focal points encompass demographic, eco-
nomic, environmental, technological, political, and cultural trends, which
have a direct impact on current and planned (future) marketing activi-
ties (see Exhibit 19.2). Key questions need to be asked: What impact
will changing demographics have on the company’s products/ser-
vices and what actions are being taken or are planned in response to
these developments? What actions are in place or planned with re-
spect to major economic developments such as income increases,
prices, savings, credit rates, etc.? What is the impact and response to
environmental trends such as rising energy costs (impact on pricing
strategy and demand)? What is the company’s record on environmen-
tal issues (pollution, waste management, etc.)? How do these affect
the client base of existing customers and prospective customers?
What major changes are occurring in technology that impact the dis-
tribution channels, presentation of product/service information, re-
sponse times, replacement or threats to existing business and/or busi-
ness processes? What changes in laws and regulations might impact
current and future marketing strategies or change cost assumptions?
What are constituencies’ (investment community, customers, em-
ployees, franchisees, etc.) attitudes toward the company? What are
the responses to changing customer lifestyles, values, and prefer-
ences?

Once the macroenvironmental assessment has taken place, it is
time to evaluate the task environment (see Exhibit 19.3). This in-
volves focusing on specific market trends and segments and analyzing
changes in customer needs and buying processes, including price and
the positioning of your product/service in relationship to the trend. In
addition, all the channels of distribution including intermediaries/
agents, electronic channels, and the traditional, personal contact chan-
nels should be examined. The task environment focus also includes
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assessing suppliers and any outsourcing, representation agreements,
agencies, and vendors. These assessments should also consider which
market segments and constituencies represent particular opportuni-
ties or pose new or emerging threats.

After assessing the task environment, a fairly accurate scenario
will emerge that provides a picture of the present to near-term (and
potentially intermediate-term) future external environment for mar-
keting activities.

The next area for examination is “looking around” at competition
(see Exhibit 19.4). This involves assessing both traditional competi-
tion and potentially new forms of competition. A review of who are
the current and likely future competitors should be undertaken. For
each, an evaluation of their objectives, strategies, strengths, weak-
nesses, financial clout (budget/expenditures), human resource capa-
bility (sales force, etc.), should be done. Who are their partners?
What strategic alliances have they forged? What are they doing better
than we are, and what is our response? How are we performing in re-
lationship to market share, segment preferences, etc.? Finally, this is
also the part of the complete marketing audit when all forms of new
competition should be examined. Who is likely to emerge as overall
new competitors, or as new threats for key market segments? Are
there new competitors coming from nontraditional sources such as
technological developments, new delivery systems, etc.? What is our
response? Are we allocating resources to combat the competition and
threats appropriately?

This brings the audit to its third major area, “looking within,” or,
the self-analysis phase. At this point in the audit process, the focus
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shifts to the more traditional review areas such as: budgets, organiza-
tion, systems, controls, and measurements (see Exhibit 19.5). Key
questions need to be asked: From a formal, organizational structure/
perspective, does the chief marketing executive have the authority
and responsibility to execute the charge—objectives, strategies, and
expected outcomes? Are the marketing activities optimally structured
along functional, products/services, brands, segments, end users, in-
termediaries, and geographic lines? Are there good intra- and inter-
functional communications and working relationships? Are product/
brand managers responsible for both planning profits and sales vol-
ume? What groups need more training, closer and more frequent
evaluation, or more motivations/rewards? Are there interface ineffi-
ciencies such as problems between other organizational components
and marketing? Are these problems being promptly and permanently
resolved?

During this phase, overall strategies are reviewed, organizational
structures reexamined, systems and procedures reviewed, functional
areas assessed, and performance and productivity measures checked.
Looking within involves reexamining the business mission, the mar-
keting objectives and goals, and determining if these should remain
or be revised. This self-analysis should focus on the breadth and depth
of the marketing strategy. Are specific brand strategies adequate? Are
product segmentation strategies and pricing strategies clearly delin-
eated and understood by all? What strategies need to change due to
the external environmental and competitive assessments? How will
these be changed? Who will be responsible? When will results or out-
comes be measured? Is the marketing mix in need of adjustment both
from a financial and talent resource reallocation standpoint? Are
there enough resources to accomplish the current and/or revised ob-
jectives and strategies?

The next focal point, “looking within,” examines systems and pro-
cedures (see Exhibit 19.6). In looking at both focal points, a number
of critical questions need to be answered. Are company decisions be-
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ing made on the basis of adequate marketing research? Are the data-
gathering/intelligence systems providing timely and accurate infor-
mation with respect to customers, competitors, distribution channels,
prospects, suppliers, and all constituencies? Are the best and most
objective quantitative and qualitative measurement and evaluation
techniques being used for market measurements and forecasting? Is
there a responsive marketing planning system in use which allows for
rapid implementation of new strategies and reallocation of resources?
How are prices/rates set, adjusted, managed, and measured? Are
profitability and cost/payback analyses conducted for each major
marketing effort, program, etc.? Do cost analyses and competitive in-
telligence comparisons reveal overspending or deficiencies? Are the
strategies adequate to produce the desired results? Are sales targets
and market share objectives realistic, achievable, and appropriately
adjusted? Is the overall effort producing more with less, or producing
less with more? Do any of the functional audits reveal problems or
opportunities (see Exhibit 19.7)?

One method to ascertain how the total marketing strategy, organi-
zation, and plan is performing, is to develop a weighted measure.
This “scorecard” (see Exhibit 19.8) can provide an overall grade for
the total effect.
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EXHIBIT 19.5. Traditional Review Focal Points

EXHIBIT 19.6. Systems and Procedures Focal Points
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BEST

Factor/
Weight LOOKING AHEAD

1 2 3 4 5 6 7 8 9 10

5 Macroeconomic
Assessment

h h h h h h h h h h

5 Task Environment Perfor-
mance

h h h h h h h h h h

10 Application/Adjustments h h h h h h h h h h

LOOKING AROUND

5 Competitive Intelligence h h h h h h h h h h

10 Application/Adjustments h h h h h h h h h h

LOOKING WITHIN

5 Budget Management h h h h h h h h h h

5 Control and Measurement h h h h h h h h h h

10 Research Responsiveness h h h h h h h h h h

10 Customer Responsiveness h h h h h h h h h h

10 Revenue/Pricing Manage-
ment

h h h h h h h h h h

15 Functional Effectiveness h h h h h h h h h h

10 Brand(s) Management h h h h h h h h h h

SCORING: Multiply the factor/weight � the ranking (1-10) = total points

OVERALL GRADE:

A+ = 970-1000 POINTS B+ = 870-899 POINTS C+ = 770-799 POINTS
A = 940-969 POINTS B = 840-869 POINTS C = 740-769 POINTS
A– = 900-939 POINTS B– = 800-839 POINTS C– = 700-739 POINTS
D+ = 670-699 POINTS
D = 640-669 POINTS F = BELOW 600 POINTS

EXHIBIT 19.8. The Scorecard
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Work Forms

WORK FORMS INDEX

FORM A: Target Markets
FORM B: Visual Perceptions
FORM C: Competitive Assessment
FORM D: Opportunities
FORM E: Mission Statement
FORM F: Objectives
FORM G: Strategies
FORM H: Promotions Plan
FORM I: Events Calendar
FORM J: Media Calendar
FORM K: Marketing Budget
FORM L: Brand Strategy Evaluator
FORM M: Press Release Format
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I. Consumer
A. Heavy User Profile

B. Geographic Profile

C. Demographic
Profile

D. Lifestyle Profile

II. Business to Business
A. Industry Sectors SIC Category(ies)

1. 3.
2. 4.

B. Revenue Potential Rank Order
1.
2.
3.
4.
5.

III. Distribution
A. Direct Channels 1. 3.

2. 4.
B. Indirect Channels 1. 3.

2. 4.

FORM A: TARGET MARKETS
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IDENTIFY THE TOP FIVE POSITIVE VISUAL PERCEPTIONS OF YOUR BUSINESS/BRANDS

1.

2.

3.

4.

5.

IDENTIFY THE FIVE MOST NEGATIVE VISUAL PERCEPTIONS OF YOUR BUSINESS/BRANDS

1.

2.

3.

4.

5.

*Use a customer’s perspective, beginning with his or her point of encounter with your business/brand(s).

FORM B: VISUAL PERCEPTIONS*
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LIST THE TOP FIVE STRENGTHS

Self 1. Competitor 1.

2. 2.

3. 3.

4. 4.

5. 5.

LIST THE TOP FIVE WEAKNESSES

Self 1. Competitor 1.

2. 2.

3. 3.

4. 4.

5. 5.

*Use the customer’s/market’s perspective, not your own.

FORM C: COMPETITIVE ASSESSMENT*
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LIST FIVE OPPORTUNITIES TO IMPROVE OR CREATE NEW PRODUCT OFFERING OR INFRASTRUCTURE
IMPROVEMENTS

Product Offering Infrastructure Improvements

1. 1.

2. 2.

3. 3.

4. 4.

5. 5.

IDENTIFY FIVE CO-OP PARTNERS OR TARGETS TO ENHANCE THE MARKETING AND DEVELOPMENT OF
YOUR BUSINESS OR BRANDS

1.

2.

3.

4.

5.

FORM D: OPPORTUNITIES
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MISSION STATEMENT

SLOGAN OR OTHER IDENTIFIER

FORM E: MISSION STATEMENT
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QUALIFIED:

1. Increase current customer base by

2. Increase revenues by

3. Etc.

4. Etc.

5. Etc.

QUALITATIVE:

1. Improve

2. Enhance

3. Etc.

4. Etc.

5. Etc.

FORM F: OBJECTIVES
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1. ADVERTISING Creative

Media

2. PROMOTIONS

3. CO-OPS

4. SALES

5. EVENTS

6. PUBLIC RELATIONS

7. DATABASE

8. INTERNET

9. OTHER

FORM G: STRATEGIES
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FISCAL YEAR 1ST 90 DAYS 2ND 90 DAYS 3RD 90 DAYS 4TH 90 DAYS

Promo #1

Promo #2

Promo #3

Promo #4

Promo #5

Promo #6

Promo #7

Promo #8

FORM H: PROMOTIONS PLAN



254 FORM I: EVENTS CALENDAR
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FORM J: MEDIA CALENDAR
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Mix/Weapon                                                          $(000) Percent Target Market(s)

Advertising

Media

Production

Promotions

Sales

Merchandising

Direct Mail

Electronic

Public Relations

Research

Miscellaneous

Agency Fees

GRAND TOTAL

Notes/Comments

FORM K: MARKETING BUDGET
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Brand Strategy Rating

Components Poor
1

Fair
2

Average
3

Good
4

Outstanding
5

Loyalty (repeat favors) s s s s s

Awareness s s s s s

Perceived Quality/Value* s s s s s

Positive Position Within Category s s s s s

Differentiating Characteristics s s s s s

Name Recognition s s s s s

Brand Symbol s s s s s

Recognizable Slogan s s s s s

Marketing Programs Compatibility s s s s s

Price Premium/Leader s s s s s

*Relative to your competitive segment

Add up the score and multiply by two to see how your brand performs on a 100 percent scale.

FORM L: BRAND STRATEGY EVALUATOR
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News Release For Immediate Release
Date Here

Company Name Here
Logo Here

HEADLINE HERE

-City (Summary of key points paragraph 1)

(Other pertinent information – paragraph 2, etc.)

# # #

CONTACT:
(Contact person’s name)
(Phone/fax numbers)
(E-mail address)

FORM M: PRESS RELEASE FORMAT
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Marketing Intelligence
Information Sources

The sources listed as follows can provide a variety of secondary research
information. You should obviously search the Internet and also contact the
appropriate U.S. Government Web site. There are numerous publications is-
sued by virtually every branch of the government on a regular basis. The
U.S. Department of Commerce has numerous field offices, as does the
Small Business Administration. Also, check the Government Printing Of-
fice publications center in Washington, DC. You can order publications di-
rectly from this source. Specific types of marketing and consumer-related
information is also available from the U.S. Bureau of the Census. Also, me-
dia representatives and trade and consumer publications (e.g., American de-
mographics) are excellent sources of data. In addition, there are a number of
non-government-related sources that provide a variety of marketing infor-
mation services.

Source Provides

AC Nielsen Company
299 Park Ave.
New York, NY 10171
212-707-7500

Demographics, retail sales, and me-
dia information for each DMA (des-
ignated market area) in the United
States (i.e., television audience data,
retail purchases, etc.)

Arbitron
142 West 57th St.
New York, NY 10019
212-887-1300

Local market demographic/product
usage profiles and media usage re-
ports with target audience profiles,
etc.

The Circulation Book
P.O. Box 994
22619 Pacific Coast Highway
Malibu, CA 90265

Circulation and penetration for all
daily newspapers, Sunday papers,
newspaper supplements, and maga-
zines by metro area and TV viewers.
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Claritas, Inc.
1525 Wilson Blvd., Suite 1000
Arlington, VA 22209-2411
1-800-234-5973

Offers PRIZM, a market segmenta-
tion system which divides the United
States into numerous lifestyle clus-
ters and social groups.

ClusterPlus 2000
Strategic Mapping, Inc.
Corporate Headquarters
3135 Kifer Rd.
Santa Clara, CA 95051-0827
1-800-472-6277

Demographic, media habits, and pur-
chasing data on fifty plus classifica-
tions of American consumers in geo-
graphic targets down to the block level.

Dun’s Marketing Services
Offices nationwide
1-800-526-0651

Direct mail lists and geographical
information on business.

Equifax National Decision Systems
1979 Lakeside Parkway
Tucker, GA 30084-5847
770-496-7171

Provides Micro Vision, a servicewhich
classifies consumers into fifty plus seg-
ments down to the zip + 4 level.

Fairchild Fact Files
Fairchild Books
7 West 34th Street
New York, NY 10001
212-630-3880

Files on market trends, buying hab-
its, advertising expenditures, sales
and demographics profiles by prod-
uct category.

Gale Research Company
835 Penobscot Building
Detroit, MI 48226-4094
1-800-877-4523

The encylopedia of associations (U.S.
and international), consultant directo-
ries, and the Trade Show and Profes-
sional Exhibits Directory. Also, man-
agement information guides and a
variety of topical reports.

Leading National Advertisers (LNA)
11 West 42nd Street, 11th Floor
New York, NY 10036
212-789-1400

Competitive spending information by
medium, summary of national adver-
tising expenditures by brand and in-
dustry category, etc.

Radio TV Reports, Inc.
317 Madison Ave.
New York, NY 10017
212-309-1400

Source for copies of all competitive
radio and television ads.
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Rome Report
11 West 42nd Street, 11th Floor
New York, NY 10036
212-789-1400

Contains business-to-business and
trade advertising expenditures.

Simmons Market Research Bureau,
Inc. (SMRB)
420 Lexington Ave.
New York, NY 10170
212-916-8900

Products/services include MRI and
SMRB which provide information
on demographics, size, and media
habits of the user/purchaser groups
for various products/brands, etc.

SRI International
333 Ravenswood Ave.
Menlo Park, CA 94025-3493
415-859-3032

Source of the VALS (values and
lifestyles) program, which segments
U.S. consumers into a number of
distinct lifestyle groups for predict-
ing consumer behavior.

Standard Rate and Data Service,
(SRDS)
1700 West Higgins Road
Des Plaines, IL 60018
708-375-5000

Newspaper rates and data service that
provides population, expenditures for
individual states, counties, etc., with
household information. Also, pro-
vides numerous sourcebooks for mail-
ing lists, media rate information, etc.

Viking and Penguin Books
Viking Penguin, Inc.
375 Hudson Street
New York, NY 10014
212-366-2000

Publishes Information U.S.A., a ref-
erence guide for direct access to govern-
ment experts, commerce data sources,
census data sources, etc.

Yesawich, Pepperdine & Brown
1900 Summitt Tower Blvd., Ste. 600
Orlando, FL 32810
407-875-1111

Publishes MONITOR, an annual re-
search tool that provides insight into
social, behavioral, and travel-related
trends among American consumers.
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Marketing-Related Associations

The marketing discipline is fortunate to have a number of outstanding
professional associations that form yet another source for information shar-
ing/intelligence. Following is a brief listing of some of these associations.

Association Focus

Advertising Research Foundation
(ARF)
641 Lexington Ave.
New York, NY 10022
Telephone: 212-751-5656
Fax: 212-319-5265

Conducts/provides impartial and ob-
jective research on advertising effec-
tiveness. Membership includes agen-
cies, research firms, advertisers, media
companies, and educational institu-
tions.

American Association
of Advertising Agencies (AAAA)
666 Third Ave.
New York, NY 10017
Telephone: 212-682-2500
Fax: 212-953-5665

Provides counsel to ad agencies on
operations and management and pro-
vides for professional development.

American Hotel & Motel
Association (AH&MA)
1201 New York Ave., NW, Ste. 600
Washington, DC 20005-3931
Telephone: 202-289-3157
Fax: 202-289-3110
<www.ah&ma.org>

Provides a resource for statistical in-
formation and special studies for the
lodging industry. Addresses govern-
mental/legislative issues with poten-
tial impact on marketing.
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American Marketing Association
(AMA)
250 South Wacker Drive
Chicago, IL 60606
Telephone: 312-648-0536
Fax: 312-993-7542

Assists in the professional develop-
ment of the individual professional
through a variety of educational pro-
grams and publications focused on
marketing.

Association of Coupon Processors
(ACP)
500 North Michigan Ave., Ste. 1400
Chicago, IL 60614
Telephone: 312-661-1700
Fax: 312-661-0769

Concentrates on improving the cou-
pon industry from numerous per-
spectives, e.g., regulation, practices,
etc.

Association of Incentive Marketing
(AIM)
1600 Route 22
Union, NJ 07083
Telephone: 908-687-3090
Fax: 908-687-0977

Promotes education, quality, and eth-
ical standards for those involved in
incentive marketing.

Association of In-Store Marketing
(AISM)
66 North Van Brunt
Englewood, NJ 07631
Telephone: 201-894-8899
Fax: 201-894-0529

Promotes the awareness and use of in-
store media/marketing programs. Of-
fers guidelines/standards and a speak-
ers bureau.

Association of National Advertisers
(ANA)
155 East 44th Street
New York, NY 10017
Telephone: 212-697-5950
Fax: 212-661-8057

Serves interests of corporations that
advertise regionally and nationally
(represents 80 percent + of all ad ex-
penditures in United States).

Association of Retail Marketing
Services (ARM)
3 Caro Court
Red Bank, NJ 07001
Telephone: 908-842-5070
Fax: 908-219-1938

Represents suppliers of incentive ser-
vices to retailers, provides educational
research and information programs.

264 MARKETING YOUR BUSINESS



Council of Sales Promotion Agencies
(CSPA)
750 Summer Street
Stamford, CT 06901
Telephone: 203-325-3911
Fax: 203-969-1499

An association for full-service pro-
motion agencies that provides edu-
cational and informative informa-
tion to its membership.

Direct Marketing Association
(DMA)
11 West 42nd Street
New York, NY 10036-8096
Telephone: 212-768-7277
Fax: 212-768-4546

Provides conferences, meetings, pub-
lications on direct mail and represents
its membership in government-related
issues.

Food Marketing Institute (FMI)
800 Connecticut Ave., NW
Washington, DC 20006-2701
Telephone: 202-452- 8444
Fax: 202-429-4519

Provides research, education, and
industry relations for its member-
ship of food retailers and wholesal-
ers.

Grocery Manufacturers of America
(GMA)
1010 Wisconsin Ave., NW, Ste. 900
Washington, DC 20007
Telephone: 202-337-9400
Fax: 202-337-4508

Made up of manufacturers and pro-
cessors of food and nonfood prod-
ucts sold to retail grocery stores and
also provides public policy, trade re-
lations, scientific and educational ad-
vocacy programs.

Hotel Sales and Marketing
Association Intl. (HSMAI)
1300 L. Street NW, Ste. 1020
Washington, DC 20005
Telephone: 202-789-0089
Fax: 202-789-1725
<www.hsmai.org>

Provides educational seminars, cer-
tificate programs, publications, and
local/national networking opportu-
nities for those involved in selling
meetings, group business, etc., to
the hotel industry.

International Licensing Industry
Merchandisers Association (LIMA)
350 Fifth Avenue, Ste. 6210
New York, NY 10118-0110
Telephone: 212-244-1944
Fax: 212-563-6552

Concentrates on those involved in
the marketing of licensed properties
and provides information, publica-
tions, seminars, and speakers.
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National Association of Demonstra-
tion Companies (NADC)
P.O. Box 1189
Bloomfield, NJ 07003-1189
Telephone: 800-338-NADC
Fax: 201-338-1410

As a group of hundreds of organiza-
tions in the direct marketing area, its
focus is to support the use, accep-
tance, and reputation of in-store
demonstrations.

National Association for Information
Services (NAIS)
1250 Connecticut Ave., NW,
Ste. 600
Washington, DC 20036-2603
Telephone: 202-833-2545
Fax: 202-833-1234

Interest is in the interactive tele-media
area as an advocate of the industry.
Members include cable television,
long-distance carriers, regional tele-
phone companies, and publishing
companies.

National Restaurant Association
(NRA)
1200 Seventeenth Street, NW
Washington, DC 20036-3097
Telephone: 202-331-5996
Fax: 202-331-2429

Provides readership on national is-
sues related to the restaurant indus-
try as well as major trade shows and
associated educational programs
through the foundation.

The Point-of-Purchase Advertising
International (POPAI)
66 North Van Brunt
Englewood, NJ 07631
Telephone: 201-894-8899
Fax: 201-894-0529

Serves all constituencies involved in/
with POP (point-of-purchase) prod-
ucts and services. Acts to promote,
protect, and advance issues for the
industry.

Promotion Marketing Association
of America (PMAA)
257 Park Ave. South
New York, NY 10010
Telephone: 212-420-1100
Fax: 212-982-PMAA

As the largest organization in the
promotions field, PMAA provides
educational programs, information,
and ad publications to its member-
ship, with a focus on entertainment
marketing, in-store marketing, prod-
uct sampling, and small business.

Specialty Advertising Association
International (SAAI)
3125 Skyway Circle North
Irving, TX 75038-3526
Telephone: 214-252-0404
Fax: 214-258-0949

Provides leadership and information
to those interested in the promo-
tional products industry.
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Travel Industry Association
of America (TIA)
1100 New York Ave., NW, Ste. 450
Washington, DC 20005-3934
Telephone: 202-408-8422
Fax: 202-408-1255
<www.tia.org>

As the largest association serving
the broadest spectrum of the indus-
try, TIA provides extensive marketing
information, publications, seminars
(including the Marketing Outlook Fo-
rum), and represents the industry on
travel-related matters nationally and
internationally.
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Glossary

Glossaryaction plan: A list of actions that must be taken to fulfill the market-
ing plan. It includes target dates, approved expenditures (as differen-
tiated from unapproved estimated costs), and the person(s) responsi-
ble for implementing each action.

advertising: Any paid form of nonpersonal presentation made by an
identified sponsor through a mass communication medium on behalf
of goods, services, or ideas.

advertising media: The vehicles (newspapers, direct mail, etc.) used
to carry the advertising message from the sender to the intended re-
ceiver.

agent: One authorized to transact business for another (principal)
within the scope of a defined authority.

aided awareness: Awareness generated by asking individuals which
brands, products, etc., they are familiar with after reading or review-
ing a list.

bait and switch: A bait offer is an alluring but insincere offer to sell a
product or service that the seller does not intend to sell. Its primary
purpose is to switch consumers from the advertised bait product or
service to sell something else, usually at a higher price or on a basis
more advantageous to the seller. Its secondary purpose is to increase
store traffic.

barter: The furnishing of products by an advertiser as full or partial
payment for broadcasting time or free mentions on television or ra-
dio. Time so purchased is called barter time, and its purchase is usu-
ally arranged by a broker.

benchmarking: Comparision of your performance versus competi-
tors.

brand: The name or symbol used to identify and differentiate a prod-
uct or service from competing products or services.
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brand development index: A measure of the concentration of a
brand’s consumption; typically, the units or dollars of a product con-
sumed per thousand population in a year’s time.

brand image: The pattern of feelings, associations, and ideas held by
the public at large regarding a specific brand. Also brand personality.

brand loyalty: A measure of how loyal customers are over a period
of time.

break-even calculation: A technique to determine the absolute or
percent sales increase needed to pay for the cost of a promotion.

cash discount: A reduction in price granted to buyers who pay cash.

category development index: Determines a product category’s strength
on a market-by-market basis.

Clayton Antitrust Act: An act amending the Sherman Antitrust Act.
It contains specific wording forbidding specific actions which lead to
monopolies.

collateral materials: Print-based materials that assist in the market-
ing of products and services. Some examples include brochures, tent
cards, posters, and promotional pieces.

competition: Any business concern, product, or concept that com-
petes for customers in your market.

competitive research: Marketing research that compares your prod-
uct or service to the products or services of competitors and tries to
discover how consumers perceive and experience your product/ser-
vice offering in relation to the competitors’ products/services.

concentration: The percent within a given demographic target mar-
ket segment that purchases the product, e.g., of all eighteen to twenty-
four-year-olds, 80 percent are purchasers of the product.

consumer’s perspective: The consumer’s attitude toward a product
or service that centers on the needs that it satisfies.

co-op advertising: Joining with others to advertise products, ser-
vices, and/or a region or market.

cooperative promotion: A promotion involving two or more suppli-
ers who join together in a common promotion for their mutual bene-
fit.

274 MARKETING YOUR BUSINESS



copyright: A copyright gives its owner the exclusive right to repro-
duce (“copy”), sell, or adapt the work he or she has created for a lim-
ited time after the work has been fixed in a tangible medium.

coupon: A sales promotion certificate that entitles the holder to ei-
ther a specified saving on a product or service, or a cash refund.

credit: Deferred time to pay debt. May involve finance charges
and/or installment payments.

customer needs: What a customer really looks for or wants in a
product or service.

customer perception: The ways in which the customer, in his or her
own mind, looks at a product. This includes the customer’s image of
the product. Customer perception often differs from management’s
beliefs and perceptions.

customer satisfaction: Meeting the identified needs of each guest
with a level of service and product quality that matches or exceeds the
expectations created by your property’s marketing message and re-
lated pricing.

database marketing: A sales and marketing methodology that sells
and promotes by selective direct mail with the objective of increasing
sales and profits.

delivery package: The essential tools, including required forms,
copy, photos, fact sheets, and biographies, to ensure that you are
ready to effectively execute public relations programs.

demographic profile: Demographic data describing characteristics
of consumers related to specific products or services.

demographic segmentation: The division of a market by like char-
acteristics such as sex, age, income, home ownership, martial status,
occupation, and education.

direct mail: Promotional letters, advertising pieces, catalogs, or any
other sales-oriented correspondence mailed to prospective custom-
ers.

disclaimer: Usually a statement in fine print that defines the condi-
tions of an offer.
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driving force: The core that really drives the business.

endorsement: A product recommendation given by a prominent ce-
lebrity (usually paid) or consumer targeted to the market segment(s)
the advertiser is attempting to reach.

environmental research: Marketing research that focuses on exter-
nal forces (economic, social, political, technological, etc.).

expense plus approach: Estimate of sales levels to cover expenses
and make a projected profit.

exposure: The number of consumers actually hearing or seeing your
advertising.

Federal Trade Commission Act: An act declaring that “unfair meth-
ods of competition in commerce are . . . illegal.”

fixed costs: Costs that do not change with fluctuating sales or promo-
tions.

flag: A “flag” on the front (and often on the sides) of a package refers
to the graphic treatment (shape) and corresponding copy that calls at-
tention to a promotional incentive.

flyer: A printed announcement of a special event or promotion, usu-
ally created for quick distribution by mailing it or leaving it at a loca-
tion for passersby to pick up.

focus group: A marketing research technique that combines personal
opinion solicitation in the form of group discussion with a structured
set of questions.

franchise: In marketing, a contract right or license granted by a
franchisor for compensation, usually to multiple franchisees, to do
business under a certain name legally controlled by the franchisor
and usually involving specific territorial, field-of-use, and product-
quality traits. A contractual relationship establishing a means of mar-
keting goods or services giving certain elements of control to the sup-
plier (franchisor) in return for the right of the franchisee to use the
supplier trade name or trademark, usually in a specific marketing
area.

fraud: A deliberate misrepresentation or nondisclosure of a material
fact, made with the intent that the other party will rely on it, and in
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fact the party to whom the statement is made does rely on it to his or
her detriment.

frequency: The average number of times each household in the tar-
get population is exposed to a given ad message.

front-loading: Scheduling the use of the bulk of a budget for the first
part of a planned promotion period; serves to assure that all of a bud-
get is used for its originally designated ends.

geographic segmentation: The division of a market along geo-
graphic and demographic dimensions; for example, linking the num-
ber of people with similar characteristics (age, income, etc.) with spe-
cific geographic locations.

giveaway: (1) Merchandise or services given away for promotional
purposes. (2) A television or radio show where merchandise is given
away to contestants or to members of the audience.

gross rating point: A unit of measurement of audience size for tele-
vision, radio, or outdoor advertising, equal to 1 percent of the total
potential audience universe; measures the exposure of one or more
programs or commercials without regard to multiple exposure of the
same advertising to individuals. Also, the product of media reach
times exposure frequency. Abbreviated GRP.

incentive: Cash, merchandise, or travel offered to consumers, sales-
people, or dealers as a tangible reward for a purchase or sales perfor-
mance. A premium.

inflation rate plus: A method for increasing prices that is based on
the premise that increases should be at the inflation rate plus a percent
target.

infomercial: A five- to fifteen-minute hybrid cable program having
an informational and entertainment component similar to a typical
television program but designed as an extended advertisement for a
particular product.

in-house: A term used to describe a company that implements one or
more services within the company as opposed to contracting with
outside suppliers.
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inside macro approach: Your own sales history review/projected
three-year trend (with judgment).

intermediary: An individual or firm that facilitates transactions be-
tween consumers and suppliers. There are two types: Commercial
(those earning commissions) and captive—those who facilitate trans-
actions as part of their regular jobs and do not earn commissions.

introductory promotion: A promotion designed to introduce a new
product or service to the market.

joint promotion: A mutually beneficial merchandising event with
one or more outside companies promoting under a unifying theme or
concept.

level of expectation: The quantity or quality of your product or ser-
vice, as expected by your customers; a basic premise of advertising is
that you never promise more than your product or service can actu-
ally fulfill.

logo: The artistic rendition of a brand name on a package. Also used
in promotion materials.

mailing list: A collection of names and addresses maintained on a
computer to generate mailings.

mapping: Use of multidimensional models based on quantitative
and qualitative research to position products/brands/attributes against
competitors in the marketplace.

market area: A geographical section of the United States that be-
comes a cohesive area for marketing. It tends to have the same distri-
bution patterns, the same supply sources, and, frequently, political
boundaries.

market potential: Sales volume for a product or service that is avail-
able to or desired by a supplier; influenced by category development
and often expressed in terms of share of market.

market research: Marketing research that seeks to quantify and seg-
ment market demand.

market segment: A portion of the total market wherein all of those
particular customers have something in common. There are many
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ways of segmenting a market; the most widely used is by demograph-
ics, e.g., sex, age, income, education, etc.

market share: A product’s or service’s piece of the total market for
that product or service, usually expressed as a percentage or on a
point scale.

marketing: The process of determining the target market, the mar-
ket’s needs and wants, and fulfilling these better than competition.

marketing calendar: A summary of a plan on a single page.

marketing mix: The levels and interplay of the constituent elements
of a product’s or service’s marketing efforts, including product attrib-
utes, pricing, promotion, advertising, merchandising, distribution,
and marketing spending, especially as decisions relating to these ele-
ments affect sales results.

marketing plan: (1) A strategy for marketing a product or service.
(2) A comprehensive document containing background, rationale,
and supportive detail regarding a marketer’s objectives and strategies.

marketing strategy grid: A presentation/analytical marketing tool
designed to help you select strategies to improve your market share
and gain on the competition.

media: As used in promotion, all the different means by which ad-
vertising reaches its audience.

media mix: The different media to be used (magazines, radio, TV,
etc.).

medium: Any vehicle used to convey an advertising message, such
as television, magazines, newspapers, or direct mail. Also, the meth-
ods and tools used by an artist, such as a pen and ink, crayon, or pho-
tography.

medium use: Types, ad sizes, day part, length of commercials, etc.

merchandising: (1) Marketing activities, including sales and promo-
tions, designed to make products available, attractive, and conspicu-
ous in a retail store. (2) Solicitation of salespeople and retailer sup-
port for a marketing effort.
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merge: A computer process whereby mailing lists may be “merged”
together to facilitate zip code sequencing and testing segments.

metropolitan areas: A geographic segmentation technique that di-
vides a market into areas within a large county or within a number of
small counties; the core of such an area is usually a major city.

mission statement: A concise narrative statement summarizing a
company’s objectives and ultimate goals.

new product: A product that has been in distribution and available to
the ultimate consumer for less than six months. Also, a product bear-
ing a new brand name, or a newly introduced flanker item or line ex-
tension occasionally used loosely to refer to an improved product of
an existing brand or a new size.

objectives: What needs to be accomplished during the planning pe-
riod, expressed quantitatively and/or qualitatively.

on-pack: A premium, advertising matter, coupon, etc., attached to or
part of the exterior of a product package.

outside macro approach: The trend in total market or category sales
for the next three years.

overpenetrated: Too many stores/outlets in a trading area.

patent: Exclusive right (monopoly) to manufacture, sell, or other-
wise use an invention for a limited period.

payout: A profit return on an investment of marketing expenditures,
usually above the ongoing spending rate. Also payback.

placement: Where your advertising actually appears, be it a time slot
on radio or television, an outdoor billboard near an airport, or a spot
on a page in a specific issue of a magazine or newspaper.

platform: The item-by-item list of things that directly support your
ad proposition.

positioning: The relationship of your product or service offering in
relationship to all others.

preface: Introductory statement that briefly delineates what the doc-
ument is all about or what to expect in the document.
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press kit: A communications folder usually containing two pockets,
the left is used for background information, the right is used for a
press release.

press release: A formatted document, usually one to two pages, pre-
senting concise and pertinent information on a topic/event deemed
newsworthy.

price promotion: A promotion in which the incentive to purchase is
based on price.

price-elastic product: A product for which the demand will increase
or decrease in relationship to an increase or decrease in price.

price-inelastic product: A product for which the demand will re-
main relatively stable when the price is raised or lowered.

prize: Reward given to the winner in a contest, sweepstakes, or
change promotion; also sometimes referred to as salespeople’s incen-
tive award, and official state lottery awards.

product attributes: Items of importance derived from the con-
sumer’s perception.

product branding: Labeling a product with a name by which it is
marketed and identified.

product or service research: Marketing research that usually fo-
cuses on a product’s or service’s strengths and weaknesses in relation
to the products/services of competitors.

product/service hybrid: A variation on a base product or service.

promotion: (1) A marketing tool that is a temporary effort to create
extra interest in the purchase of a product or service by offering val-
ues in excess of those customarily afforded by such purchases; in-
cludes temporary discounts, allowances, premium offers, coupons,
contests, sweepstakes, etc. Also sales promotion. (2) Loosely, any ef-
fort to encourage the purchase of a product or service.

proposition: The strongest factual statement you can make on behalf
of your product or service.

psychographic segmentation: A method of subdividing a market
based on like needs and psychological motivations of consumer
groups.
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public relations: A marketing tool that is the communications vehi-
cle between your firm and current customers, potential customers,
and the variety of other audiences in the marketplace.

publicity: One facet of public relations, it comprises the gratuitous
mentions or exposures a company receives from announcements,
events, and press releases.

purge: A computer process whereby mailing lists may be “purged”
of duplicate names, pander names, and undesirable names that are to
be saved for later mailings.

pyramiding: The concept of offering a variety of prices from which
consumers may select; also includes the opportunity to sell up and
sell down.

questionnaire: A data collection vehicle similar to a survey but usu-
ally briefer and less complex in content.

refund: (1) A promotion device that offers purchasers a return of
some or all of an amount of money or coupons when they send
proofs-of-purchase to the manufacturer. (2) To issue such a return.

region: A geographic subdivision within a country, often defined by
natural borders such as mountains, major rivers, etc.

response rate: The percentage of the total audience that replies to a
mailing.

sales contest: A competition open to a company’s sales personnel or
to prospects, structured to reward superior performance or unusually
large purchases.

sales incentive: A reward in excess of salary or commission provided
to a salesperson in return for achieving or exceeding a stated sales
goal.

scheduling: When and at what levels advertising runs.

segmentation: The process of dividing the broad consuming market
into manageable segments with common characteristics.

selling down: Lower your price or rate to meet the customer’s need
and overcome price resistance.
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selling up: To seek to obtain a higher price for a product or service,
sell a higher-profit-margin item, or obtain a premium price when de-
mand favors the seller.

share: (1) The percentage of total retail purchases, in terms of dollars
or units, for a given category of product that is enjoyed by any prod-
uct or brand in that category. Also share of market, share of retail
sales. (2) A rating survey of the percentage of the television or radio
audience in a coverage area that is tuned to the program being rated.

shelf talker: A printed advertising message designed to hang over
the edge of a retail store shelf.

short-term objectives: Immediate through the current year.

strategic marketing plan: A broad structure that guides the process
of determining the target market, detailing the market’s needs and
wants and then fulfilling these needs and wants better than competi-
tors.

strategy: How you plan to achieve the objectives you have set. For
example: To increase business by 10 percent within the next twelve
months: (1) increase outdoor advertising; and (2) shift some advertis-
ing to promotions.

survey: A structured research document designed to elicit consumer
opinion, uncover facts, and gain insights on potential trends.

sweepstakes: A chance promotion involving the giveaway of prod-
ucts and services of value to a randomly selected group of those who
have submitted qualified entries. To prevent infringement of lottery
laws, such promotions do not require qualifying entrants to provide a
monetary consideration, such as a purchase. The odds of winning de-
pend on the number of entries received.

SWOT: An acronym for strengths, weaknesses, opportunities, and
threats.

tactics: Specific items or steps to support the strategies.

target market: The most likely purchasers of your product.

telephone sales: A sales contact by telephone, whose primary pur-
pose is to obtain a reservation for a room, a group commitment, or
some other sale.

Glossary 283



tent card: An internal promotion tool that rests on top of a table,
desk, bureau, or other flat surface.

tie-in promotion: A single promotion event intended to encourage
the sale of more than one product or brand.

trademark: A brand (work, name, symbol, or device or any combi-
nation thereof) adopted and used by its owner to identify its goods
and distinguish them from those sold by others. Usually given legal
protection so that its owner has exclusive rights to its use.

trade-out: An exchange of your product or service for advertising
coverage.

trial: A purchase or use of a product or service by a consumer inter-
ested in personally evaluating its value, as a step preceding a subse-
quent purchase or regular use.

two-for-one: A promotion that offers consumers two units of product
for the price of one.

unaided awareness: Considered more accurate, it involves consum-
ers recalling specific brands, products, etc., without any assistance.

underpenetrated: Too few stores/outlets to take advantage of the
market’s potential.

variable costs: Costs that vary with the volume of production or
sales.

vendor: Seller of property.

warranty: A subsidiary promise or collateral agreement, the breach
of which entitles the buyer to make certain claims for damages, re-
placement, or repair against the warrantor. The warranty may be full
or limited (depending on the express agreement) or implied by law.

zero-based budgeting: A budgeting concept that is premised on
starting from zero and building up based on the resources required to
achieve the plan objectives.

zip codes: Postal designations by which key demographic and pur-
chasing information can be sorted/mailed.
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Additional Key TermsAdditional Key Terms

advanced premium: One given to a new customer in expectation
that he/she will earn it by later purchases; a technique originated by
the home service route firms.

advertising allowance: A payment or service by a manufacturer of
goods to a merchant for advertising a product of the manufacturer.

advertising specialties: A form of direct advertising. Products that
bear the name, address, and/or slogan of a business firm are given free
by the advertiser to present or prospective customers. Sometimes
called remembrance advertising.

agency of record: An agency that purchases media time or space for
another agency or a group of agencies who happen to serve the same
client. Abbreviated AOR.

allocation (in promotion): A preassigned quantity of merchandise to
be made available or sold to an individually designated area or cus-
tomer. See also ALLOTMENT.

allotment: Predetermined distribution of product for which the de-
mand often exceeds the supply; for example, a special pack. Also, the
total amount available of a particular special pack in a particular area
or to a particular customer (e.g., a price pack allotment).

allowance: A temporary price reduction or discount offered to the re-
tailer by the manufacturer. Sometimes given in the form of free
goods.

Antitrust Improvements Act of 1976: Empowered attorneys gen-
eral at the state level to bring suit on behalf of injured consumers in
their states.

antitrust law: The general body of law that regulates or prohibits
combinations, conspiracies, agreements, monopolies, and certain
distribution practices that restrain free trade.
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Antitrust Procedures and Penalties Act of 1974: An act increasing
the fines for violation of Sherman Act provisions to $100,000 for in-
dividuals and to $10 million for corporations. It also made violation
of the law a felony rather than a misdemeanor, with a maximum jail
sentence of three years.

arbitration: A proceeding used as a substitute for the more formal
trial. An arbitrator hears a dispute and decides which person should
prevail.

automation: The computerization of manual functions.

bad faith: A person’s actual intent to mislead or deceive another; an
intent to take an unfair and unethical advantage of another.

banded pack: Two or more packages are banded together and sold at
a reduced price. The packages can be the same or related products.

benefit and need segmentation: Divides a market into groups of
consumers on the basis of the benefits they seek, the needs they ex-
pect to satisfy, and in some instances, the factors they hope to avoid.

bill allowance: A merchandising allowance in which the discount is
not given to the retailer until he or she provides proof that he or she
has complied with the merchandising requirements of the seller.

bill of sale: A written agreement by which one person assigns or
transfers interests or rights in personal property to another.

blister pack: A package consisting of a card faced with a plastic cas-
ing enclosing the product. Also bubble card, skin pack.

bona fide prices: Under the Federal Trade Commission Act, these
prices must represent the prices of actual purchases for a reasonable
period of time in the same geographic area before they can be re-
ferred to in a sale that advertises price comparisons.

bonus pack: A specially packaged product designed to provide pur-
chasers with an extra amount of product at the usual price.

borrowed interest promotion: A promotion that uses the recogni-
tion and/or impact of a well-known event or personality to capture the
attention and interest of the target audience.
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bottle hanger: A promotional or advertising collar designed to hang
around the neck of a bottle.

bounce-back: A second promotion offer made to consumers to en-
courage additional purchases; e.g., a coupon for a second purchase
placed within a product package, or a second offer of a different pre-
mium enclosed when the first premium is mailed.

box-top offer: An offer of a premium based on the return of the box
top from a package or other appropriate proof-of-purchase.

boycott: An agreement or conspiracy to restrain or prevent the carry-
ing on of a business by preventing or excluding potential competitors,
suppliers, customers, or others from freely engaging in business or
desired transactions with other businesses.

broadside: A giant folder, often sent as a self-mailer, used especially
(but not exclusively) in direct-mail advertising to the trade.

business gift: A gift to a customer, stockholder, employee, or other
business friend as an expression of appreciation. There is an upper
dollar limit for purposes of a business tax deduction.

buying habits: The frequency and method of purchase.

cartel: An association of producers that attempts to control a market
by limiting output and dividing market shares among its members.

cash refund offer: An offer by a manufacturer for a refund of money
to a customer who mails in a label or a designated proof-of-purchase.

catalog showroom: A system of retailing in which stock is sold from
a nearby warehouse and the retail store is used to display sample mer-
chandise only.

caveat emptor: Means literally, “Let the buyer beware.” The buyer
purchases at his or her peril, and there are no warranties, either ex-
pressed or implied, made by the seller.

channel of distribution: The sequence of marketing agencies (such
as wholesalers and retailers) through which a product passes on its
way from the producer to the final user.

chronological work plan: A listing of action steps to be taken in date
order, with identification of responsibility.
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class action: A lawsuit or legal action brought on behalf of a large
number of people with similar claims.

collection promotions: These promotions require multiple purchases
to participate. Many also have some minor reward for a single pur-
chase.

combination sale: A tie-in of a premium with the purchase of an
item at a combination price, sometimes self-liquidation; often an on-
pack.

commercial law: Rules governing business professionals

common carrier: A firm obligated by the terms of a government li-
cense to transport goods under stated conditions for all of the public
who wish to employ its services.

comparative pricing: Pricing strategy that involves comparing the
advertised low price with “normal” list prices in order to give the im-
pression of overall discount prices.

conditional sale: The term is most frequently applied to a sale
wherein the seller reserves the title to the goods, though the item is
delivered to the buyer, until the purchase price is paid in full.

consideration: Bargained for benefit or detriment which, given in
exchange for a promise, makes the promise enforceable.

consignment: A bailment for sale. Merchandise delivered or made
available to an agent, with title or ownership to the goods remaining
with the supplier. The cosignee does not undertake the obligation to
sell or pay for the goods.

conspiracy: A criminal partnership in which two or more people
combine formally or informally to accomplish an unlawful act. In a
price-fixing situation, there must be express or circumstantial proof
that a combination was formed for the purpose of fixing prices and
that it caused them to be fixed or contributed to that result.

contest: A promotion device in which a prize is awarded to an entrant
judged to have qualified by virtue of superior skill; entrants may be
required to furnish a consideration (usually proof-of-purchase), with-
out violating lottery laws in many states. (Any element of chance in-
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volved with the prize award would make the promotion an illegal lot-
tery.)

continuity program: A continuing promotion offer with induce-
ments to make additional purchases of the product (e.g., get one tea-
spoon for a label and $1.00, and the next spoon for a label and $1.00,
etc.).

cost-plus theory: The recognition of the need to price or sell a prod-
uct or service in periods of low demand by discounting the price be-
yond fixed and variable cost levels to stimulate sales.

deceit: A tort involving intentional misrepresentation or cheating by
means of some device.

direct marketing: A system in which a seller builds and maintains
its own database of customers and uses a variety of media to commu-
nicate directly with those customers.

direct-response list: A list of persons who answered a direct-
response offer of another firm. This list may be purchased from the
firm directly or through a broker for one-time promotion.

disparagement: A statement about a competitor’s goods that is de-
ceptive or otherwise untrue and is asserted to influence the public not
to buy such goods.

distribution: The method of delivering the product to the cus-
tomer—channels of distribution. Also, how and where the product is
sold (geographic).

exclusive distribution: A strategy used to maintain prestige, image,
and premium prices by granting exclusive rights to a wholesaler or
retailer to sell in one geographic region.

expiration date: The last day on which a consumer can use a coupon
or place an order for an offer.

express warranty: Actual statement made by the seller in reference
to a material fact about the product.

face value: Actual cash discount value (for the consumer) of a cou-
pon when redeemed at a retail outlet.
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fair trade: A principle according to which retailers agree to sell an
item at no less than the price agreed upon between the manufacturer
and other retailers in the area. Until suspended, such practices were
often enforced by state law (fair-trade law).

feature: (1) A retail item being given special sales attention, espe-
cially cooperative advertising of a price reduction. (2) An important
characteristic of a product or service. (3) To give a retail item special
sales promotion.

Federal Communications Commission: The regulatory body with
jurisdiction over the radio, TV, telephone, and telegraph industries.

flanker: A new product that is marketed under an existing brand
name, but is intended for use in a different (but usually related) prod-
uct category. Also flanker item.

F.O.B.: An abbreviation for “free on board.” A provision of the con-
tract specifying at which point shipping costs are to be paid by the
buyer.

Food and Drug Administration: The federal agency that has au-
thority over the advertising, labeling, packaging, and branding of
packaged foods and therapeutic devices.

forced distribution: Automatic distribution of a product by retailers
as a consequence of anticipated or actual customer demand created
by advertising or consumer promotion. In test markets, this is done by
automatic placement of products in panels of cooperating stores.

free: A product or service that is an unconditional gift or, when a pur-
chase is required, all the conditions to the receipt and retention of the
product or service offered are clearly and conspicuously set forth in
immediate conjunction with the first use of the word “free,” leaving
no reasonable probability that the terms of the offer will be misunder-
stood.

free mail-in (FMI): A premium that consumers may obtain in the
mail without charge by sending in proofs-of-purchase.

free offer: An offer that does not cost any amount of money.

free-standing insert (FSI): A preprinted advertisement in single or
multiple page form that is inserted into newspapers, particularly
Sunday editions and supplements.
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frequency discount: A reduction in advertising rates based on the
number of insertions or commercials in a given time period.

FTC rules and guidelines: Refers to rules and guidelines adopted by
the Federal Trade Commission. The terms “rules” and “guidelines”
are not synonymous. Trade regulation rules define specifically which
acts or practices are unfair or deceptive. Industry guides do not have
the force of substantive law. However, the guides do advise the indus-
try on how the FTC will interpret the law. A violation of a guide may
lead the FTC to issue a complaint.

full warranty: The Magnuson-Moss Act requires that certain con-
sumer products be labeled as having either a full or limited warranty.
Products with a full warranty must meet certain requirements speci-
fied in the act.

full-service agency: An advertising agency that has a full range of
services for research and development.

functional discounts: The means by which intermediaries are com-
pensated for reselling to subsequent distributors in the distribution
channel.

game: A promotional vehicle that includes a number of predeter-
mined, preseeded winning tickets in the overall, fixed universe of
pieces. Participants may learn immediately if they have won a partic-
ular prize category. Sometimes called instant winner sweepstakes.

generics: A category of unbranded products usually sold in a plain,
one-color printed container by a retailer at substantial savings to the
consumer as compared to national brand items.

group promotions: A promotion involving several brands from the
same or different companies, usually integrated by a theme or mutu-
ally shared promotional overlay such as a sweepstakes or refund.

handbill: A circular that is intended for distribution by hand either to
persons encountered on the street or to homes, offices, etc. Also
throwaway, flyer.

heavy user: A recurrent consumer of a product or service who can be
identified through demographics and other market segmentation
techniques.
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horizontal agreements: Agreements between competitors at the
same level of market structure (for example, between two products or
retail chains).

horizontal merger: The acquisition of one company by another
company producing the same product and selling it in the same geo-
graphic market.

horizontal territorial division of markets: An agreement by which
competitors on the same production or distribution level restrict their
competitive activity to an agreed-on area.

image-related: Promotions that work to enhance a brand’s name,
use, or perceived quality.

impulse purchase: Purchase of consumer goods that had not been
planned in advance.

in-ad coupon: A coupon placed in a store or chain’s own retail adver-
tisement, redeemable on the specified product only at the particular
store or chain. Also, in-ad.

index preference scale: Plus or minus 10 from 100 (90–100–110).

in-pack coupon: A redeemable coupon enclosed in a product’s pack-
age for potential later use by the product’s buyer; may be redeemed
on a subsequent purchase of the same product, or on a different prod-
uct (cross coupon).

in-pack premium: A premium item enclosed inside a product’s
package, usually offered with a full measure of product at no extra
charge.

insert: A special page printed by the advertiser and forwarded to a
publisher who binds it in the publication. Also, an advertising tabloid
placed inside a newspaper.

installment buyer: One who orders goods or services and pays for
them in two or more periodic payments after delivery of the products
or services.

instant redeemable coupon: A coupon placed on the outside surface
of the package. The coupon can be removed easily without destroy-
ing the package and used as a price reduction on the current purchase.
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instant winner promotion: A prize promotion in which the partici-
pant knows immediately if he or she has won a prize.

institutional advertising: Advertising whose purpose is to create
goodwill for a company rather than to advertise goods or services.

interactive: A two-way information system whereby the information
receiver can communicate directly with the information supplier.

interbrand competition: Competition among the manufacturers of
the same generic product. This area, under certain federal court deci-
sions, can be important in evaluating vertical territorial marketing
plans.

internal data: Operational data on such items as sales, credit, and
lists generated within the firm.

interstate: Operations crossing state lines or involving more than a
single state. An important factor in many areas of law; whether you
are selling interstate may determine whether you have antitrust expo-
sure. For trademark registration, you must place your product in in-
terstate commerce. Interstate telephone services come under the ju-
risdiction of the Federal Communications Commission.

Interstate Commerce Act of 1887: The first U.S. law to regulate
business practices.

intrabrand competition: Competition between or among the dis-
tributors, wholesalers, or retailers of the product of a particular manu-
facturer of that product.

intrastate: Operations that remain within the boundaries of a spe-
cific state. Telephone services remaining intrastate are under the ju-
risdiction of the respective state’s public service commission or
board of public utilities.

investigative consumer report: Information about a person’s credit
history gathered by a company.

investment spending: Increased expenditures for advertising or pro-
motion for a product or service, typically funded by temporary reduc-
tions in the profit contribution in the expectation of future increases
in sales and profits.
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island display: A retail store display that is accessible on all sides.
Also, island.

joint venture: A company established for the cooperation of two or
more companies in accomplishing a specific task.

keeper: A premium offered in direct-mail marketing for accepting a
free trial of the sale merchandise which is kept by the consumer even
if the sale merchandise is returned.

key account: (1) A major customer, from the viewpoint of a manu-
facturer or a distributor. (2) A major client of an advertising agency.

key code: To code an advertisement or coupon so that responses can
be identified by carrier medium or distribution location. This usually
involves putting a code number or letter in a coupon or in the adver-
tiser’s address so that the particular advertisement or medium pro-
ducing an inquiry can be identified. Also sometimes called a key.

limited warranty: The Magnuson-Moss Act requires certain con-
sumer products to be labeled as having either a full or limited war-
ranty. Limited warranties are those that do not comply with the act’s
requirement for a full warranty.

line extension: A new product form, flavor, or formulation marketed
under an existing brand name, intended for use in the same category
as the “parent” brand’s original product, or product line. Designed to
draw new users to the brand’s franchise from products competitive to
the original product: e.g., “dry” and ”oily” new shampoo products us-
ing the brand name of an existing shampoo are line extensions.

list price comparison: May be advertised as comparable to the ad-
vertised sales price of another only to the extent that it is the actual
selling price currently charged in the market area where the claim is
made and the comparable products are of at least like grade and qual-
ity, demonstrable by objective evidence.

list rental: An arrangement in which a list owner furnishes names
and/or addresses on a list to a mailer, together with the privilege of us-
ing the list (unless specified) one time only. A list can be selected from
a mass-compiled list on geographic, demographic, or psychographic
bases, or it can be rented from a firm whose clientele closely resemble
that desired (subject to the practice of many mailers and the Direct
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Marketing Association to permit consumers to remove their names
from unwanted lists). The list owner is paid a royalty by the mailer,
usually a specific fee per name. The list owner will establish a specific
date on which the user has the obligation to mail to a specific list.

location clause: A clause that limits the area in which the distributor
may establish a sales outlet but does not limit the distributor to servic-
ing customers who live within that area.

long-term objectives: One to three years.

loss leader: A retail item advertised at an attractively low price, often
below cost, in order to attract customers to a store for the purchase of
other, more profitable items.

lottery: A sales promotion device, illegal under most state and fed-
eral statutes (often ignored in the case of charitable or other nonprofit
institutions), containing elements of chance, consideration, and prize.

mail-in offer: A promotion requiring the respondent to mail proofs-
of-purchase, tear-off sheets, receipts, etc., to receive the item/money
being offered.

make good: An advertisement run without charge by a medium as an
adjustment for error usually because of omission or poor reproduc-
tion.

management contract: A contract to provide management for a fa-
cility for which fees are paid to the management company.

manufacturing representative: A sales representative of a manu-
facturer who may be either a salaried employee or a broker acting as
an agent for several manufacturers on commission. Also manufac-
turer’s agent.

market development index: The number of units or dollar value of
all brands of a product or service category that have been sold per
thousand population within an area in a stated period, usually a year.
Also category development. Loosely, a product’s, service’s, or cate-
gory’s degree or rate of usage in markets and market segments to
which it is available.

market planning: An arranged, structured process to determine the
target market, its needs and wants, and their fulfillment.
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market power: Ability of producers to expand their share of a pre-
vailing competitive market. Factors to consider include current mar-
ket share of firm, degree of concentration in the industry, the extent of
product differentiation, and actual or potential government regula-
tion.

marketing concept: A management philosophy that holds that the
best means to satisfy corporate objectives is to focus all corporate ef-
forts to find ways to permit customers to satisfy their desires.

markup: The increase in dollars or cents or a percentage, between
cost and the selling price.

match-and-win sweepstakes: A form of sweepstakes in which con-
sumers must take their symbol/number entry, which appears in print
media, to the product or store display to determine if they have won a
prize and what it is.

material statement: Any statement in a promotion that is capable of
affecting the decision to purchase.

megatrend: A massive qualitative or quantitative trend that has a
substantial impact on an enterprise or society.

member get a member: A phrase indicating a broad range of refer-
ral promotions by various firms whereby a current customer is of-
fered free merchandise for soliciting other customers.

merchantable: Good quality and salable, but not necessarily the
best.

misrepresentation: When a person, by words or acts, creates a false
impression in the mind of another person.

monopoly: Individual action, joint acquisition, or maintenance by
members of a conspiracy formed for the express purpose to control
and dominate interstate trade and commerce in a commodity or ser-
vice to such an extent that actual or potential competitors are ex-
cluded from the field; this action is accompanied by the intention and
purpose to exercise such power.

motivation research: Research that attempts to relate behavior to
underlying desires, emotions, and intentions, in contrast to research
that enumerates behavior or describes a situation, it relies heavily on
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the use of techniques adapted from psychology and other social sci-
ences.

multibuyer: A person who has purchased more than once from a
firm on different occasions. May be called a repeat buyer.

near pack: A premium item offered for free or for a discounted price
with the retail purchase of another product, and positioned near to
(but not touching) this product at the point of sale. Also near-pack
premium. A promotion making use of the near-pack premium. Also
near-pack event. A container or receptacle used to hold and display
near-pack premiums.

negative option: A buying plan in which a customer or club member
agrees to accept and pay for merchandise announced in advance at
regular intervals unless the individual formally notifies the company
not to send the merchandise within the time period specified with the
announcement.

nixie: A piece of mail that is undeliverable.

off label: A special reduced savings offer marked over the regular la-
bel of an item. Also, an inferior grade of a brand which is discount
priced and specially labeled.

oligopoly: Market in which a few sellers control the supply of a prod-
uct or service and, thus, its price or other terms of sale.

one-cent sale: A promotion offer where the consumer purchases one
package at the normal price and the second package for one cent.

open: To begin the sale of a room category or rate.

out of stock: Merchandise that is not presently available but will be
at some future date.

package insert: Advertising material packed with a shipment of a
product, usually to advertise a different product.

packaged goods: Products wrapped or packaged by the manufac-
turer, normally of uniform sizes. Items are used broadly and fre-
quently consumed; typically sold through food, drug, and mass mer-
chandiser retail stores.

penetration: The total number of outlets/units a market will support.
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per diem: The amount of money that individuals can recover from
their organizations for expenses on a daily basis.

place utility: Value added to a product by making it available to con-
sumers at a convenient location, such as their homes.

point-of-purchase advertising: A nonpersonal sales promotion im-
plemented through window displays or counter setups in stores de-
signed to provide the retailer with ready-made, professionally de-
signed vehicles for selling more of the featured products.

position: In marketing strategy, the consumer perception of a prod-
uct’s or service’s benefit or benefits, in comparison to its competition,
which its manufacturer attempts to create and encourage via advertis-
ing, packaging, and/or promotion. Also positioning, as in product po-
sitioning, and near-product position. Also, the placement of an adver-
tisement in a publication in terms of page number, side, etc., or of a
commercial in a program. Also positioning.

premium: A product offered free or at less than its usual price to en-
courage the consumer to buy another product or make a commitment
to a membership.

price discrimination: Generally, charging different prices to differ-
ent customers.

price leader: A major producer in a given industry who tends to set
the pace in establishing prices.

price segmentation: Identifies groups of consumers within a market
whose purchase of products or services is within the limits of certain
dollar amounts.

prima facie: At first sight; a fact that is presumed to be true unless
disproved by contrary evidence.

product tiering: A variation in degree of a company’s product qual-
ity or level of services.

promotion marketing: An element in the marketing mix designed to
stimulate consumer actions and/or dealer effectiveness through vari-
ous incentives.
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promotion strategy: A statement of how a marketer plans to meet
defined, measurable objectives or goals.

proof-of-purchase: Evidence that a consumer has purchased a prod-
uct or service, such as a receipt, label, package, UPC (bar code), or
portion thereof, etc.

prospect research: Marketing research aimed at providing a profile
of present and future customers.

puffery: An expression of opinion (often exaggerated) by a seller,
not made as a representation of fact.

quantity discount: A discount from list price for buying great quan-
tities of merchandise.

redeem: To fulfill the requirements of a consumer promotional offer
such as a coupon or trading stamps in a prescribed manner resulting
in receipt of goods at a reduced price or free.

redemption: (1) The cashing in of coupons or trading stamps when
merchandise is purchased in order to obtain discounts or premiums.
(2) The percentage of coupons or trading stamps issued that are even-
tually cashed in. Also, redemption rate.

resale price maintenance program: A situation in which a seller of
goods, such as a manufacturer, regulates the price at which the goods
may be resold by the retailer. Presently illegal under the antitrust laws
in most cases.

restrictions: Limitations and requirements that must be adhered to in
order to qualify for an offer; for example, “Tickets must be purchased
three days in advance.”

retailing: The selling of a product or service directly to the con-
sumer.

revenue maximization: Achieving the highest potential revenue
through management of market mix, pricing strategies, and yield
management.

royalty income: The fee paid to a franchisor by a franchisee for use
of the brand name.
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run-of-press: The status of an advertisement positioned at the pub-
lisher’s discretion. Also, run-of-book, run-of-paper. Abbreviated ROP.

sale: A significant, temporary reduction from the usual and custom-
ary price of the product or service offered.

sales promotion: See PROMOTION MARKETING.

sampling: Delivery of a product to the consumer with the intent of
encouraging trial of the product. The size of the sample will vary de-
pending on consumer behavior and costs.

scratch-and-sniff: Trademark. A microencapsulation process used
to convey a specific scent to readers of print media. Scents are re-
leased by scratching a properly treated area of paper or scratching
tape affixed to the printed piece, which breaks the microscopic-sized
plastic “scent bubbles” thus releasing the aroma.

seasonality index: A measurement that expresses the variation of
sales of goods or services for a brand or category from an even distri-
bution throughout the year as influenced by seasonal factors, e.g.,
suntan lotions have an extremely high summer seasonality index.

segment profitability: The profitability of a particular type of con-
sumer or market segment, determined by analyzing the revenues gen-
erated through the sale of products and services to that type of con-
sumer or segment.

self-liquidator: A premium having a cost fully covered by the pur-
chase price for which it is offered. Also, a display unit provided to the
manufacturer in return for payment by a retailer covering its cost.
Self-liquidating.

share point: One percent of the total market or audience.

shelf card: A display card designed to be set up on a shelf in a retail
store.

shipping and handling: Cost to seller of fulfilling and delivering or-
ders. If an extra charge is required to make delivery of an advertised
product, under FTC rules, that fact must be clearly and conspicuously
stated in the offer.
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slice of life: A type of commercial consisting of a short play that por-
trays a real-life situation in which the product is tried and becomes
the solution to your buyer’s need or problem.

slick: A proof printed on glossy (coated) paper, clean in appearance
and suitable for reproduction. Also, enamel proof.

slippage: (1) Those people who purchase a product with the intent of
claiming a promotion reward for such a purchase (e.g., send for a re-
fund, a premium, or redeem a coupon), who fail to fulfill this intent.
(2) The ratio between such purchases, and purchases by those people
who claim such a reward; usually stated as a percentage of total pur-
chases. Also, slippage rate.

slot: Describes a physical space in a trade warehouse that is used to
store a product or price variation.

split run: In periodic printing, a press run that carries two or more
different forms of an advertiser’s message in different copies or is-
sues to test the effectiveness of one advertisement against another or
to appeal to regional or other specific markets.

standard metropolitan statistical area: A federally designated ur-
ban area consisting of counties that meet certain standards for popu-
lation, urban character, and economic and social integration.

stock: The type of paper or material used for printed materials; usu-
ally defined by weight, grain, or texture.

Sunday supplement: Any of various nonnews sections included
with a Sunday newspaper, such as comics, television schedules, FSIs,
and, especially, general-interest magazine sections.

super saver: A popular term for a deeply discounted price.

swing buyers: Purchasers who will change their brands to take ad-
vantage of a promotion offer.

tear pads: These consist of several sheets in a pad, which are de-
signed to communicate the details of a consumer offer at the point of
purchase (usually affixed to a shelf or used in conjunction with a
large piece of display material).

tear sheet: An unbound page from a periodical showing an article,
advertisement, etc., as printed; used as a proof or as an extra copy.
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test market: A limited geographical area in which a test of an alter-
nate marketing plan variable or new product is conducted.

thirty-day rule: FTC rule which requires that mail-in offers for
which the consumer has submitted payment must be shipped within
the time promised or thirty days if a time is not stated. If shipment
cannot be made within the required time, the supplier must notify the
consumer of the delay and offer the opportunity to cancel the order.

tip-in: A preprinted advertising page or card inserted into a periodi-
cal whose regular page size is larger.

tip-on: A coupon, sample, or reply card glued by one edge to a page
of advertising.

tort: An injury or wrong committed, either with or without force, to
the person or property of another.

trade media: A group of publications and/or broadcast media that
follow a specific industry.

trading area: The geographic territory where your customer lives.

trading stamp: Any of various stamps offered as premiums with
merchandise purchases, the number given being a proportion to the
total sale amount; such stamps, in specific numbers, are redeemable
for specific types of merchandise.

trading up: An attempt to interest your customers in better, and usu-
ally more expensive, goods than they expected to buy.

traffic builder: A relatively low-cost premium offered free as an in-
ducement to a consumer to visit a store for a demonstration.

travel incentive: A trip, either group or individual, offered to sales-
people or dealers for meeting specific sales quotas. Often tied in with
sales meetings at resort areas.

trend research: Identification of quantitative and qualitative prefer-
ences and attitudinal and behavioral directions in which the market or
segments thereof are moving.

trial size: A product package of small size and low price, intended or
serving to attract product trial.
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twin pack: A promotion event wherein two product units are sold as
one, at a discounted price; usually implemented by packaging that
physically unites the two units and flags the savings offered.

unique selling proposition: Advertising claim about a product that
is thought to be strong enough to cause customers to buy the product
about which the claim is made rather than a rival product. To be
unique, the proposition must be one that the competition either can-
not or does not offer.

universal product code (UPC): A special code number and stripe on
product packages used by optical scanners at checkout counters to
automatically record the brand and its price.

vertical agreements: Agreements between distributors at different
levels of the market structure to cooperate closely with one another in
selling, pricing, promotions, and advertising.

vertical and horizontal integration: The interrelationship between
two or more industry products or services performed or offered by the
same firm.

vertical territorial restraint: Specified territorial area imposed by a
manufacturer or supplier as a condition of doing business with a cus-
tomer such as a distributor or retailer.

vision: A statement which vividly describes the desired outcome of
the strategic marketing plan.

void: Null; of no legal effect.

volume merchandising allowance: An allowance offered to a re-
tailer for the purchase of large volumes of goods; offered as an en-
couragement to the retailer to merchandise the goods aggressively.
Abbreviated VMA.

wholesaling: The selling of products or services in volume to others,
who, in turn, sell directly to consumers.
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AC Nielson Company, 64, 259
Action plan. See Strategic marketing

plan
Advertising

creative, 53
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level of expectation, 51i
media selection, 52-53
platform, 51
proposition, 50
slick, 301
target markets for, 49

Advertising Research Foundation, 263
Agents, 96
Aided awareness, 71
Allotment, 285
American Association of Advertising

Agencies, 263
American Marketing Association, 264
Antitrust law, 285
Appendix to marketing plan, 234-235
Arbitron, 259
Areas of dominant influence, 12
Association of Coupon Processors, 264
Association of Incentive marketing,

264
Association of National Advertisers,

264
Association of Retail Marketing

Services, 263
Audiences, 201. See also Advertising
Audit, 237i

Bait and switch, 209
Banners, 110
Barter, 56

Benchmarking, 3
Billboards, 64
Boston Consulting Group Portfolio

Box, 22
Boxes/rectangles, 22
Brand

associations, 137
awareness, 136
equity, 136
extensions, 131, 139
image, 107
loyalty, 136
name, 139
new, 142
perceived quality, 137
revitalization, 140
strategy, 135, 141

Brand development index, 67
Branding, 135
Break-even analysis, 148i
Budgeting

competitive method, 212
marketing, 211, 232-234, 234i
percent of sales, 211
task method, 211

Business strategy, 3

Calendar
events, 235f
promotions, 239f

Cash
cows, 22
discounts, 209
refund offer, 287

Category development index, 67
Caveat emptor, 287
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Channel of distribution, 287
Checklists

advertising, 67-68
merchandising, 109
promotion, 97
public relations, 85-86
sales, 173

Circles, 19. See also Positioning
Claritas, 260
Clayton Act, 207
Closing, 164
Commission, 171
Competitive

focal points, 240i
research, 12

Conspiracy, 288
Consultative selling, 157
Consumer

perspective, 37
research, 11

Contest, 288
Continuity, 65
Co-ops, 87
Copyright, 209
Core competencies, 4
Cost-plus theory, 289
Costs, fixed and variable, 148
CPA, 17
CPM, 63
Creative advertising, 57-58
Crisis management, 199
Customer

development stages, 192i
perceptions, 17
perspective, 37
research, 11
satisfaction index, 17
service, 179

Database, 113
Delivery package, 78. See also Public

relations
Demographic

profile, 116
segmentation, 115

Designated market area, 259
Direct mailing lists, 96
Direct Marketing Association, 265
Dogs, 22

Driving forces, 4, 225-226
Dun’s, 260

Ego recognition promotion, 57
Electronic marketing, 103
Employee of the month, 108
Endorsements, 166
Environmental research, 112
Events

calendar, 235f
work form, 254i

Executive summary, 220
Expectations, 188
Expense plus approach, 166, 170
Exposure, 60

Fair trade, 290
Fallback, 93
Federal Trade Commission Act, 207
Five P’s, 34i
Fixed costs, 148
Flags, 209
Flyers, 106
Focal points, 9, 32, 242
Focus groups, 16
Four Cs, 33i
Four Ps, 33i
Franchise, 96
Fraud, 208
Frequency, 66
Front-loading, 65. See also Media
Future. See Vision

Game, 291
Gap analysis, 17
Geographic segmentation, 113
Goals

achieving. See Strategy
driving forces in, 225-226

Grids, 23i
Gross rating points, 65

Handbill, 291
High price strategy, 35
Human scenario ads, 59
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Icons, 72
In-ad coupon, 292
Inflation rate plus factor, 153
Infomercials, 209. See also Advertising
In-house, 107. See also Merchandising
Insert, 292
Inside macro approach, 166. See also

Sales
Intermediary, 6
International Licensing Industry

Merchandisers Association,
265

Internet, 123
Issues, 230

Key account, 294

Leadership. See Mission, statement
Level of expectation, 51i
Line art and silhouette ads, 60
Linear diagrams, 21i
Links, 125
LNA, 260
Logos, 31
Loss leader, 295

Macro, inside and outside approach,
120

Mailing list, 115
Make good, 295
Mapping, 19
Market research, 10

potential, 123
segments, 95
share, 22

Marketing
budget, 211i
budget work form, 256f
calendar, 213i
measurement of, 231
mix, 213
plan, developing. See Strategic

marketing plan
strategy grid, 23i
weaponry, 17i

Media
mix, 62
objectives, 62
scheduling, 65
selection, 62

Medium, 52
Merchandising, 103
Metropolitan areas, 61, 95
Mission, 4, 199-200

statement, 224
Monitor, 261

News Bureau. See Public relations
Nixie, 297

Objectives, 224-225. See also Goals
Offer ads, 58
Outdoor, 64
Outside macro approach, 166
OPD, 18

Packaging, 129
Patent, 208
Payout, 97. See Promotions
Penetration, 297
Perception, 17
Perceptual map, 20f
Place, 33-34
Placement, 55. See also Advertising
Planning. See Strategic marketing plan
Platform. See Advertising
Point-of-Purchase Advertising

International, 266. See also
Merchandising

Portfolio box, 22f
Positioning

map, 20i, 35, 298
options, 30i
strategies, 29-31

Power thrusts, 106
Premium, 298
Premium pricing, 151
Presentation tools, 162-164
Press

kit, 82
releases, 83
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Price
range, 151
segmentation, 153
selling down/up, 152
up-front, 152
value added, 152

Pricing
elastic products/services, 147
inelastic products/services, 147
pay later, 151
ranges, 151
techniques, 151
up-front, 151
value added, 151

Proactive sales, 165
Proclamations, 35
Product

research, 11
service touter ad, 58

Promotion Marketing Association of
America, 266

Promotional offers and types. See also
Advertising

cooperative, 95
ego, 94
introductory, 94
joint, 95
price, 94
share, 94
sweepstakes, 94
trial, 92
type, 91

Promotions
calendar, 234f
events, 94

Psychographic segmentation, 113
Psychographics, 11
Public relations

checklist, 85-86
dealing with the press, 80-81
definition of, 76
internal, 84
tools of, 72

Public service announcements, 87
Public speaking do’s and don’ts, 79
Publicity, 75
Purge, 115
Pyramiding, 209
Pyramids, 18-19, 19i

Qualitative research, 14
Quantitative research, 14
Question marks, 22
Questionnaires, 15

Reactive selling, 165. See also Sales
Reallocation of resources, 182
Recognition, 179
Recommendations, 229

example of, 229i
Recruitment, 183
Region, 5
Response rates, 116
Results of marketing plan, 231-232
Return on investment, 116
Run-of-press, 300

Sales
checklist, 173
compensation, 172
contest, 172
image, 160
personal, 158
success triad, 159i
telephone, 168

Sampling, 300
Segmentation, 19
Selling

down, 157. See also Pricing
partnership, 158
proactive, 165
reactive, 165
up, 151

Series ads, 59. See also Advertising
Share

of market, 66
of voice, 66

Shelf talkers, 106. See also
Merchandising

Sherman Antitrust Act, 207
Short-term objectives, 213
Simmons, 261
Situation identification ads, 59
Slogans, 230
Speakers bureau. See Public relations
Split run, 301
SRDS, 261
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Star, 22
Strategic marketing plan

action plans, 228
competitive and environmental

assessment, 232
definition of, xv, 3, 219
driving forces, 235
executive summary, 220
goals and objectives, 225
mission statement, 224
preface, 219
program plans, 228
recommendations, 229
strategies and tactics, 227
SWOT, 222-223. See also

Competitive, research
Strengths. See SWOT analysis
Surveys, 15
SWOT analysis, 13-14, 222-223
Systems and procedures

focal points, 241

Tactic, 226
example of, 227

Target market, 33
Target rating points, 65
Task environment focal points, 239i
Tear sheet, 301
Telephone sales, 168
Tent cards, 9i. See also Promotions
Testimonial ads, 58

Theme. See Vision
Threat. See SWOT analysis
Trade media, 86
Trade-outs, 56
Traffic builders, 302
Travel Industry Association of

America, 267
Trend research, 14
Triad, 20, 159
Trial promotion, 91, 94
TRP’s, 65-66

Unique selling proposition, 303
Universal product code, 303

VALS, 261
Value, 6, 96
Vendors, 239
Vision, 229, 302

Warranty, 201
Wave theory, 37
Weakness, 33. See also SWOT analysis

Zero-based budget concept, 212
Zip codes, 28
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